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BR HERE IT 19 


Vou asked for it! 





now you can tuy GOLUMBIAN ROP 
BY THE Foor! 


Here’sthe biggest cordage 


news in years! Columbian Rope 
Co. now sells rope the way you 
sell it—by the foot. 

No more buying by the pound! 
No more converting pounds into 
feet! You know exactly what 
you're getting—with no figuring 
involved. 

Columbian’s sell-it-by-the-foot 


Red 
White 


policy applies to all Columbian 
Rope *4.” diameter and smaller. 
It’s a new deal right across the 
board. 

For years, rope distributors 
and rope dealers alike have 
wanted to buy by the foot. Now 
Columbian meets that demand 
with the first real forward step 
in rope merchandising for the 


SQ 
a 
Rope | 


COLUMBIAN 


f 4 TWINES 7 


<< mare : 
»Y 


The only rope with the red, white, 


past 10 years. For full informa- 
tion, get in touch with your local 
Columbian distributor or write 
us direct. 

A poineer in the production of 
nylon, dacron and other syn- 
thetic-type ropes, Columbian 
“stabilizes” these ropes with a 
patented treatment that prevents 
unraveling when cut. 


COLUMBIAN ROPE Company auburn, “the Cordage City,” N. v. 
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‘n> SPECIAL 






Special 
DOLLAR 








Write today for details ona 


PROVEN PROMOTION THAT’S A REAL MONEY-MAKER 


Your customers get the 


second dollar’s worth free. . | 
They send the coupons to 
Chicopee... You get the profits! 


For further information, write to 


ok 
CHICOPEE MILLS. Inc. 
Lumite Division, 


47 Worth Street, 


New York 13, New York 
1M.0G7.m SCREEN 





DESIGN, 
FROM THE INSIDE OUT, KEEPS 


DELUXE 


FIRST IN SALES 


What skyrocketed LAwN-Boy to first place in e | 18’ SPECIAL 
power-mower sales? Many engineering fea- 
tures, that all add up to a smooth, level-cut SPECIAL 
lawn. Even though the imitators are building 
mowers to look like LAWN-Boy, they just can’t 
build one to cut like LAWN-Boy — and you 
know it’s the cut that counts on your Cus: 
tomers lawns. 

TELL YOUR CUSTOMERS the sensational story 
of LAWN-BOoY “know-why” design to illustrate 
the smooth, level cut of LAWN-Boy lawns. 
Show them the simple, efhicient 2-cycle LAWN- 
BoY engine that delivers 3200 rpm for fast, 18’’ ELECTRIC 
easy grass-cutting; show them the Activated cs ee ee 
Pilot Wheel on the new LAWN-BOyY Auto- mettre 


mower and Deluxe models, that brings them 
' of RARER _* or Month 


secseesnsintiihiaamnennenmanntencteetoneren= - 
ar = i) ee oe - ee ee 
Your LAWN-BoY distributor-salesman can puromowen 
supply you with all the facts about the 


“know-why’” engineering that makes LAWN- “— a 


an even smoother cut than ever before. 


~ 


Boy cut best. He'll show you too how you can wal i : 


keep LAWN-Boys selling around the calendar. ——e 


Call now and order enough — early enough! The WHY of LAWN-BOY engine superiority 


- y Designed by LAWN-BOY only for LAWN-BOoY, this is one of the “know-why” 
engineering features of LAWN-BoY that can’t be copied. Every piston stroke 


delivers power to cut grass better and faster. Simple, dependable, the LAWN-BoY 
LAWN-BOY, Lamar, Mo. ” Division of Outboard engine was conceived with a minimum of moving parts. Ihe rugged carburetor 
Marine Corporation, makers of Johnson and and hot-spark magneto also help make the LAWN-Boy engine the easiest-starting 
fFvinrude Outboard Motors. in all mowerdom. No lubrication problems, either—and no checking of oil. 


In Canada: LAWN-BOY,. Peterborough, Ontario No doubt about it—the LAWN-Boy 2-cycle engine can’t be beat on the lawn or 
on the showroom floor! 


The NEW IDEAS are LAWN-BOY IDEAS 
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the glamorous 





CAN OPENER) ™™. Ree. 


Tops in sales wherever can openers are 
sold! And no wonder! With a super 
honed cutting wheel, easy-turn handle 
and wide choice of glowing modern col- 
ors, Canaramic is built for a lifetime of 
service. Available with or without 
Magnetic Lid-Lifter. 


Models from *4.95. 
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SENIOR 


CAN OPENER 


with “Easy-Off” Washable Cutting Wheel 


For a brand new twist in can opener sales 
it’s the Super Senior with the “Easy-Off” 
Washable Wheel. A flick of the finger and 
the cutting wheel can be removed for easy 
cleaning! Comes chrome trimmed in brilliant 
Dazey colors—red, yellow, white and all- 
chrome—with or without permanent magnetic 
Lid-Lifter. Retails for as low as $3.95. 
._ nn ail = 











; # 
STEP 1: Push holding key to right, 
turn key toward you. slides off for easy washing. 





STEP 2: Washable Cutting Wheel 


See your DAZEY DISTRIBUTOR or write direct 


THEY’LL ALWAYS STOP 


Every home 
needs a 


DAZEY 
MIX-ER-ATOR 


It aerates-mixes-blends- 
whips-purees—does all 
mixing jobs in seconds! 
One-quart jar is corru- 
gated for safe handling. 
Complete with removable 
pouring lip. It’s a snap to 
clean. Priced right at a 


low, low *2.49. 













USE-TESTED © 
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The name “Dazey” on Kitchen Appliances is 


equivalent to the mark ‘Sterling’ on Silver. 


Be sure 
it’s a 


u 


MANUFACTURED BY THE DAZEY CORPORATION, ST. LOUIS 7, MO. 
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Sell AMERICAN Chains for: 


ACCO’s New Packaging = oe 






Check List of 
Popular AMERICAN Chains for 
Your ‘Do-It-Yourself’ Customers... 


e The “Do-It-Yourself” idea can no longer be shrugged off as a fad or a 
passing fancy. It has gathered such momentum that it has become a national 
habit—a good habit that today is shared by your own customers. 


AMERICAN CHAIN helps you to cash in on this wholesome habit by offering 
a wide assortment of chains for countless ‘‘Do-IJt-Yourself’’ uses. Perhaps no 
other kind of goods you sell has so many 
uses in and around the home as your 
AMERICAN CHAIN line. You will find it 
profitable to stock and display promi- ae TIVE 
nently a complete assortment of he, WETFALtS 
a: AMERICAN CHAIN items all year round. 

For prompt service, order from your 
AMERICAN CHAIN wholesaler. 


ACCO 


products 
































(] Garage doors L) Furnace regulating 
_] Pipe hanging (_] Fire escapes 
[] Porch swings [_] Ornamental uses 


[) Playground equipment _[[] Furniture braces 


L] Lawn borders [] ...also snaps— 
: , swivels— 
L) Gymnasium equipment anette 


[] Dog runners 


ACCO Chain Sales-Maker 


Your customers will buy chain when they can see it and 
feel it on your ACCO CHAIN SALES-MAKER. Pictured at right 
is Assortment No. 38, our most popular one, containing — 







Singy 


‘ 
tne. STEEL 


Chay 










175 ft. 2/0 Tenso Chain, Bright Zinc Plated — «6 : ¥ pe . a ax ; ' 
125 ft. 3/0 Lock Link Chain, Bright Zinc Plated Be > Ji} Se * ere) Ti en | & 
a ce j , 


200 ft. 3 Tenso Chain, Bright Zinc Plated 
75 ft. 2/0 Twist Machine Chain, Bright Zinc Plated 
100 ft. 35 Sash Chain, Bright Zinc Plated 
200 ft. 1/0 Brass Safety Chain, Bright Finish 
200 ft. 16 Double Steel Jack Chain, Bright Zinc Plated 


—_—— » 
-— > 
- “a Ra | 
"YT wy } 


es ne te 







Makes Selling Easier 


The newly designed Acco 
packages, in attractive blue and 
gold, make it easy for customers be 
and salespeople to locate any ba 


packaged chain item in seconds. e : ae f 
Display these colorful packages on American Chain Division 
AMERICAN CHAIN & CABLE Better 


your shelves and counters for your 
**Do-It-Yourself’’ customers’ con- 

York, Pa., Atlanta, Boston, Chicaco, Denver, Detroit, Value 
Houston, Los Angeles, New York, Philadelphia, Pittsburgh, 


venience. 
Portland, Ore., San Francisco, Bridgeport, Conn. 





c< Order from your nearby 
AMERICAN CHAIN wholesaler 
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Everything but drugs ve 


You have all heard of the startled druggist who answered a cus- 
tomer this way: “Drugs, ma’am? We don’t carry drugs, but we do 


‘? 


have a very attractive assortment of picnic baskets. 





This story probably seems funny to everybody bout a druggist. It 
isn’t funny to a druggist because he knows it reflects confusion as to 


Albert J. Mangin exactly what you can buy in a drug store. And that isn’t good. 

“Who Makes i” Otrectori: tidied 

Paul Wooton - We in the hardware business can afford to laugh at this joke on the 
Washington member editorial board druggist, but sometimes I wonder, as I visit hardware stores, if we 
J. S. Torrey 


may not be falling into the same error. Some hardware stores I have 
seen seem to sell everything, but hardware. At least that is the im- 
pression a customer gets when he walks into the store. And that’s not 


Manager, Reader Service 


BUSINESS STAFF 
C. C. Read, advertsing manager 







































E. J. Sellick, monager, Research Dept. ~. . good. 
| Regional Offices | 
Boston 10, Mass. We know that hardware stores have changed greatly in the post-war 


John G. Wilcox, 10 High St. 
Telephone: Liberty 2-4460 


New York 17, N. Y. 

E. R. Sandiford—John Nichols 
100 East 42nd St. 

Telephone: Oxford 7-3400 . 


Cleveland {5, Ohio = 
Will J. Feddery, 930 B. F. Keith Bldg. 
Telephone: Superior 1-2860 


Colstitoes 1S, Ohio ‘iis 
Wm. M. Hort, Jr, RD LeVeque-Li -oln 
Telephone: Capital 48447 3 


Chicago 4, Hil. - 
Wm. C. Scholefield—Ma! M, Whi 
360 N. Michigan Ave. 

Telephone: Randolph 6-2166 


Son Francisco:3, Cal. 


vears. New selling concepts have been adopted; new lines of merchan- 
dise have been added; some lines have been dropped. This has all been 
a normal, evolutionary process. It has been good for the hardware 
trade. 


But in making these changes, I feel that perhaps some dealers have 
gone too far in the attention they have given the new lines. As a 
consequence they have tended to neglect the old staple lines which have 
always been the foundation of a successful hardware store. 


While we strengthen our stores in the role of a primary supplier to 
the home, let us not forget some of the simple facts of life. One of 
these facts is that a hardware store has a functional reason for exist- 
ing. This reason is to make available to customers the merchandise 


Frank MeKeasie which they have come to know over the years as “hardware.”’ 

1355 Market St. 

Telephone: Underhill -9737 If you are going to call yourself a hardware store, but do not carry 
Los Angeles 57, Cal s a representative line of what your customers call “hardware,” you are 


L. H. Jackson, 198 S. Alvarado St. 
Telephone: Dunkirk 7-4337 


Tulsa, Okla. 

John S. Sangston 

420 S. Boulder 
Telephone: LUther 4-1769 


simply cutting your own throat and putting yourself in the same posi- 
* hxe 8 tion as the druggist who doesn’t carry drugs. 





A successful hardware store is a rather delicate balance of many 
different lines of merchandise. Each line must supplement the others: 


Address all mail to ° there must be a related interest between the various lines. If the lines 
Chestnut & 5Séth Sts. ‘e ‘4 

; : hoe a store : alance, » store s "S way or 
Philadelphia 39, Pa. - a store handles get out of balance, the store suffers one way o 
SHerwood 8,2000 | oh another 


Charter Member 





Usually the first sign of a bad balance in lines is a decline in the 
profits of what had always been a profitable department year in and 
year out. This is usually due to the fact that people have become 
uncertain as to exactly what you do carry and, to save time, customers 
begin to go to the stores where they know what they carry. 

















Editorial 


Believe me this is not an exaggeration. Just ask your wife why she shops 
in certain stores, in preference to others. 


Looking back at some of the stores I have visited, I am impressed by the 
fact that the successful stores are those that put a great deal of emphasis 
on the “hardware” they carry. They make certain that their customers 
know that they carry “hardware,” as well as other related merchandise. 


How is vour “hardware’’?.. . 


Hardware Age has been most active in encouraging dealers to broaden 
their lines of merchandise to match new shopping concepts and selling oppor- 
tunities. We have urged that greater attention and effort be put into house- 
wares, into gifts and toys and sporting goods, just to name a few lines. 


These recommendations have been based on the sound principle of making 
a hardware store the primary source of home needs, except for the items one 
eats or normally wears. In recommending these lines we have also taken into 
consideration the fact that they all have a common relationship in margin, 
turnover, etc. In other words, they fit well into the normal operation of a 
hardware store. 


The addition of these lines has worked very well for most stores. But in 
some stores it seems that too much emphasis has been placed on the new 
lines, at the expense of the older, staple lines. For example, in too many 
stores, dealers have permitted their hand tool department to run down. They 
have too many outs; they fail to keep it clean; they fail to properly display 
and promote new items. I have seen this same situation in fasteners, in 
plumbing and electrical supplies. 


Too often the islands devoted to these lines get shoved to the rear of the 
store and are neglected. I recently went into a store of this type to buy a 
fuse. Believe it or not, it was a major operation to locate a fuse. Now, if 
you can’t buy a fuse in a hardware store, where can you buy it? And is 
it a hardware store, if it can’t supply a fuse? 


Neglect of staple lines can hurt a store. When people see the sign “hard- 
ware” above your door, they expect to be able to obtain certain types of 
merchandise. If they can’t get these items,.you have confused them. The 
next time they will go to a store where they can buy hardware, and they will 
also buy there the other related items that you would like to sell. 


The proper use of advertising, store and window display, etc., will tell your 
customers about the related lines you handle, the seasonal merchandise, ete. 
But don’t neglect the basic items that customers have come to expect to find 
in a hardware store. 


If you do neglect these lines, it may not be too long before the jokesters 
will say of you: “He carries everything, but hardware.” And that’s not good. 
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with fly-Yme rapidly approaching 





iT’s 





HIGH TIME 
TO ORDER 


A COMPLETE LINE OF LOCKS, LATCHES AND CLOSERS 
FOR SCREEN AND COMBINATION DOORS 


INDEPENDENT LOCK CQO. 
Fitchburg, Mass. 
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WASHINGTON 
BY WASHINGTON 


Best Sporting Goods Sales Year 
Seen With More Government Aid 


A boom year for sales of sporting goods, camping 
equipment, and recreational merchandise is shaping up. 

Rapid population growth coupled with increasing 
leisure time and high earnings for more and more 
families will bolster outdoor activities, government 
officials predict. 

The federal government, as well as the states, is 
stepping up its spending to make outdoor activities 
more attractive. Congress is expected to vote some 
$77.5 million for the National Park Service for the 
fiscal year beginning next July 1. This is an increase 
of almost $10 million over the current year. 

One of the biggest projects is $20 million for park 
expansion and improvement as part of the “Mission 
66” program to handle rapidly rising numbers of park 
users. In the 12 months ended last June 30, some 33.1 
million hunting and fishing licenses were sold, an in- 
crease of 117,000 over 1955. 


outlook 


Take a good look at your sporting goods, camping and 
travel inventory. Modernize displays. Make sure your 
stocks are adequate. Figure on at least a 5 percent 
sales increase this year. Consider the possibility of 


enlarging this department. 


You Will Benefit In Another 
Good Year For Home Improvement 


Consumers are confident that this will be a good 
year for them. Most families plan to spend as much 
or a little more than they did in 1956. These are the 
conclusions reached by the Federal Reserve Board in 
its annual consumer finance survey. 

The survey indicates another increase in spending 
for home improvement and maintenance. Some 24 
percent of the families plan to spend about $460 on 


10 


BUREAU OF 
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their homes, compared with 22 percent which planned 
to spend $370 at this time last year. 

Spending on major household appliances and furni- 
ture this year is planned by 28.8 percent of the fami- 
lies, a slight increase. Median outlay for these goods 
will also rise slightly. Home buying, however, will 
dip from 9.4 to 8.4 percent of the families this year, 
according to the survey. 


outlook 


Much depends on final outlook of consumers. However, 
figure on these gains in this year’s budget: About 10 
percent in the volume of home repair goods; and about 
2 percent for major appliances. A slight decline is 
expected in goods used in new home maintenance. 


Supreme Court Action May Alter 
Some of Your Paint Prices 


Paint prices in some areas may be adjusted as a 
result of a recent U. S. Supreme Court action, gov- 
ernment antitrust officials say. 

Prediction of possible lower prices is based on a 
recent court decision upholding the Federal Trade 
Commission’s right to prohibit an industry from 
using an “‘illegal’’ zone delivered price system even if 
the firms set the prices individually. Several paint 
companies were involved in the case. 

Antitrust officials hesitate to flatly predict a paint 
price drop. They say that generally rising prices in 
today’s economy may absorb any drops. Reduced prices, 
they claim, would be the normal result of successful 
prosecution of a price-fixing case in a level economy. 


outlook 


Watch your paint prices carefully. Zone delivered 
systems tend to equalize prices between customers 
close to manufacturers or suppliers, and those at some 
distance. If you are close to paint sources you may 
find your prices lower in the months ahead. 
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Hottest Price: e* 





NEW TRIPLE-DUTY HANDLE — 
side handle attaches on either 
side for right or left hand use 
— attaches on rear of trimmer 
for trimming wide hedges. It’s 
exclusive! 


EXTENSION HANDLE... . (op- 
tional at extra cost) attaches 
on the back — makes hard-to- 
reach spots easy to reach. It’s 





PORTABLE ELECTRIC TOOLS, INC. 
320 West 83rd Street « Chicago 20, Illinois 


POWER TRIMMER 





exclusive! tht was La bingbe 
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THE 





MODEL NO. 1350 





Completely New 


WITH EXCLUSIVE FEATURES! 


The new Shopmate Trimmer has everything you need to get volume sales 

. brilliant new two-tone colors to catch the eye (sparkling silver luster with 
bright red handles and cord)! Exclusive new features make trimming a 
pleasure (some so advanced that they’re patented), and a price that’s $15 
to $20 lower than other quality trimmers! Take a look, and you'll see why 


Shopmate sells in volume! 


1 eeaiaale 





NEW TRAP-LOCK CUTTER TEETH tightly grip the 
material to be cut without a slip! They‘re exclusive! 


Check these other fine features! 


light for easy handling — only @ 13” sickle-type blade made of 
54 pounds. hardened tool steel, precision 








rugged series motor — 1.6 amp. ground to stay sharp under con- 
rating stant use en 

@ improved bevel pinion gear and 
insulated comfort grip handle cam action insures years of 
and contour designed auxiliary trouble-free performance 
handle 
sturdy, die-cast aluminum “——" only? es 
housing 


MAIL COUPON TODAY FOR COMPLETE INFORMATION! 





mail to: GEORGE WEATHERBY, Sales Manager 
PORTABLE ELECTRIC TOOLS, INC. Dept. HA-3/28 
320 West 83rd Street, Chicago 20, Illinois 


Please send me complete information on the new 1957 
Shopmate Model No. 1350 Power Trimmer immediately! 








FIRM NAME 








ADORESS 





city ee 





er 


| Ee er 





1957 


LATED? 


Hedge trimming attachment 


trim- 
com- 


Here’s a versatile hedge 
ming attachment for this 


pany’s 4-in. drills. The attachment 
clamps on to the drill in a way 
to give one-hand operation. The 
14-in. blade is set at an angle to 
provide smooth feeding. Weighs 
23, lbs. Black & Decker Mfg. Co. 


For more data circle No. 1 on postcard, p. 139 


Belt axe with metal handle 
Outdoorsmen will be customers 
for this belt axe with the Jet 
Rocket design. The handle is 
chrome plated tubular steel that 


won't break or bend. Cushion grip 
resists slip. Head won’t fly off. 
Other new tools in the Jet Rocket 
design are a hatchet with extra 
thin blade, a 13-0z hammer and a 
16-0z hammer. True Temper Corp. 
For more data circle No. 2 on postcard, p. 139 


Multi-use gardening tool 

The Rapid-Weeder is the latest 
addition to this line of gardening 
tools. The forged steel head has 
two tines at one end and a 3% in. 
hoe blade at the other. The 48 in. 
white ash handle is the pick-type. 


This tool weighs 35 oz and sells 
for $3. Rapid-Weeder comes 6 to 
a carton or can be ordered assorted 
with other Rapid tools with 48-in. 
handles. Mann Edge Tool Co. 

For more data circle No. 3 on postcard, p. 139 


Direct drive chain saw 

This gasoline - powered direct 
drive chain saw is in the 25-lb, 5- 
hp class and offers high work effi- 
ciency. The Golden Logmaster has 
a roller-bearing nose, self feeding 


INFORMATION ON NEW PRODUCTS AND SERVICES 


chain and an improved nonclogging 
air filter and muffler with built- 
in spark arrester. The saw has 
a gold metallic finish and comes in 
18, 24 and 30 in. bar lengths. Mall 
Tool Co Div. Remington Arms Co., 
Ine. 

For more data circle No. 4 on postcard, p. 139 


Special household scale 


The Dot is a household scale 
specially designed for accurate 
use on rugs and other soft sur- 
faces. Other features include non- 
slip non-mar cork feet, aluminum 
carrying handle and Stow-A-Way 
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Want more information on these 
products? Then use free post 
card on page 139. 


in hardware merchandise... 


FOR THE HARDWARE DEALER 


TO HECF TOU 





wall bracket. 
in five color 


Available with mats 
choices on a baked 
enamel body with silver-sheen trim. 
Hanson Scale Co. 


For more data circle No. 5 on postcard, p. 139 


Multi-color paint sprayer 

This designed to 
spray two or more colors simultan- 
eously with multi-color paints. The 
outfit No. 885, includes a %4-hp 
compressor, internal mix gun for 


sprayer is 


multi-color paints, air hose and 
nozzles. Sells for $42.45 without 





motor. A mobile wheel kit is avail- 
able as an accessory for $7.50. W. 
R. Brown Corp. 

For more data circle No. 6 on postcard, p. 139 


Low priced water systems 

Here is a new line of CJ Con- 
vertible Jet and SJ Shallow Well 
Jet pumps available in 14% and % 
hp sizes. Tank ranges are 4, 12, 
30 and 42 gal or larger. Packaged 
water systems are available in 
these four sizes. The 30 and 42 
gal sizes. can be installed horizon- 
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tally or vertically. CJ Jets can be 
converted from shallow to deep well 
service with a quick connect flange. 
A display comes free with each 1% 
hp CJ packaged system with 12 
gal tank. Red Jacket Mfg. Co. 


For more data circle No. 7 on postcard, p. 139 


Automatic electric skillet 


Housewives will be customers 
for this 12% in. automatic electric 


skillet made of aluminum. This 


skillet operates with the Magic 
Maid automatic Cook Control 





(Continued on page 136) 
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Electric fan display stand 
Two 20-in. electric fans can be 
attractively displayed on this alum- 


inum stand. This merchandiser 
takes up about 2 sq ft of floor 
space. A cardboard header, a win- 





dow streamer and an easel mounted 
guarantee card, all 
printed, come with 

Arvin Industries, Ine. 


For more data circle No. 8 on postcard, p. 139 


colorfully 
each stand. 


Double header brush display 


Double selling power is provided 
by this versatile island display for 
paint brushes. Opposite sides of 
the metal merchandiser hold a 
selection of brushes. Removable 
legs make it adaptable to counter 





(Continued on page 166) 
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For more How's the Hardware Business see page 174 


» Trading stamps do not lure new shoppers 


» Hardware sales show big January gain 


» Wholesalers’ sales up 5 percent in January 


Do trading stamps draw new customers? No! 
Study shows shoppers do not change stores 


Do trading stamp plans attract 
new customers ? 

The answer to that question is 
an emphatic no, according to a re- 
cent study conducted in Philadel- 
phia. 

The study shows that nearly 
nine out of 10 families, or 87 per- 
cent, shop in the same stores now 
in which they shopped _ before 
trading stamp plans were intro- 
duced. 

Of more significance is the fact 
that the 13 percent of families who 
did change stores after the intro- 
duction of trading stamps, did not 
change because of stamps. The rea- 
sons given for the change were 
increased convenience and better 
values. Stamps were hardly men- 
tioned as a reason for the change. 

Results of the study appear in 
the current issue of the Economics 
and Business Bulletin published by 
the Reasearch Bureau of the Tem- 
ple University School of Business. 
Dr. Myron S. Heidingsfield, chair- 
man of the university’s Marketing 
Dept., supervised the study. 

Most families in Philadelphia are 
familiar with stamp plans, the 
study shows. Nine out of 10 fami- 
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lies know that stamp plans existed. 
But of these, only eight out of 10 
actually save stamps. 

However, only one family in five 
has redeemed stamps. Most fami- 
lies said they do not have enough 
stamps for redemptions and many 

(Continued on page 174) 


Hardware wholesalers’ 
sales gain in January 

Sales by hardware wholesalers 
were 5 percent higher in January 
than they were in the same month 
last year, the Commerce Dept. re- 
ports. 

Sales, however, were 1 percent 
lower than December. 

January sales for all types of 
wholesalers were up 11 percent 
from the year ago figures. Sales 
declined 1 percent from December. 

Hardware wholesalers increased 
their January inventories 7 per- 
cent from the stocks they had on 
hand at the end of December. In- 
ventories were 1 percent higher 
than in January, 1956. 

For all types of wholesalers, Jan- 
uary inventories were 2 percent 
lower than in December and 8 per- 
cent higher than in January, 1956. 
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Hardware store sales 
up 4.6 percent in January 


Hardware dealers opened _ the 
1957 sales year with a bang. Sales 
in retail hardware stores in Jan- 
uary totaled $183 million, the Com- 
merce Dept. reports. 

That is $8 million more than the 
volume reported in January, 1956. 
This represents a sales increase of 
4.6 percent for the month. 

It is the largest January gain 
reported since 1953. Previous gains 
at the start of the year averaged 
o percent. 

Seasonally unadjusted estimates 
of hardware store sales for the 
last three years are: 


(Millions of dollars) 








1957 1956 1955 
January 183 175 170 
February 171 160 
March 207 196 
April 227 228 
May 266 246 
June 275 242 
July 250 238 
August 251 237 
September 245 251 
October 258 259 
November 254 244 
December 314 317 

$183 $2,893 $2,788 


















“Self Service” Glue Selector Chart saves your salesmen’s time. 
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Nationally Advertised — Famous 
Weldwood Wizard quickly iden- 
tifies Weldwood Glues, nationally 
advertised in Saturday Evening 
Post, Better Homes & Gardens, 
American Home, Living, Sunset, 
Hobby Books, etc. 


NX 


New Weldwood Adhesives Center 


increases your profits 3 ways 


1. SELLS MORE GLUE—Complete 2. LOWERS SELLING COSTS —*’Self- 3. UTILIZES WASTE SPACE — RE- 
department in 4% sq. ft., displays Service” Glue Selector Chart (illus- DUCES INVENTORY — Needs no 
and stocks the four fastest selling trated at top) virtually eliminates counter or shelf space. Stands in any 





types of adhesives. Displays the glues  salesmen’s time. Shows, at a glance, unused floor area. Carefully balanced 
you get calls for where people can _ the right glue, in right size, for right assortment eliminates slow movers— 
see them. Invites buying. purpose — and the price. reduces inventory. 


HERE’S WHAT YOU GET BY MAILING COUPON TODAY: 







































Retail Retail Serer wee we wee ee eee ee 

Size Price Quantity Size Price Quantity ‘ UNITED STATES PLYWOOD CORPORATION r 
Yq O72. 29 24 Yq Oz. 19 24 | Dept. HA3-7G, 55 West 44th Street, New York 36. N. Y. ' 

Weldwood® 1% oz. 40 24 Poros ava oz, 29 24 i Rush my Weldwood Adhesives Center, complete with assortment 
Contact 3 02 JO 12 resto-Set® 3¥202. 49 12 described on this page, at special price of $99.89, delivered. t 
Cement Pint , a Glue 9¥%,0z. 99 6 | } 
Quart 245 6 Pint 1.79 6 ' STORE NAME ' 

MY NAME 
Weldwood 34207. 35 12 TOTAL RETAIL VALUE 143.44 i i 
Plastic Resin 8oz. 65 12 § AbDRESS | 
Your cost 

Glue 1 Ib. 395 68 = (at regular discount) 89.94 § city ZONE STATE | 

1/ Special price on dis- | eb 8 Boek) aa <i 
Weldwood = ‘4 pint 1.00 12  ilay unit(value: $40) 9.95 99.89 ‘ i 
Waterproof pint 3.10 6 CITY ZONE STATE i 
Resorcinol Glue 1 quart 4.90 - Your profit $43.55 fan anan an anan aeananemananananases eaeseeasasaaenad 
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... something wonderful 
happens when a customer 
buys BPS FLATLUX! 


She (and her husband, too) just keep coming back 
for more! 
And that’s not all! They buy all their other BPS favor- 
ites... and make the register ring all ’round the store. 
Find out for yourself how this proved flat wall paint 
can be your greatest sales builder. Write—now! 


The PATTERSON-SARGENT Co. 
1325 E. 38th St. 420 Lexington Ave. 
CLEVELAND 14, OHIO NEW YORK 17, N.Y. 














Here’s how BPS FLATLUX customers help you— 


1. Flatlux Again and Again! Customers Are Repeat Buyers. 

2. Recommend Fiatlux to Friends! They like economy and colors. 
3. Leads to other BPS Paint Sales Complete Line of BPS Favorites. 
4. Also Buy in Other Departments Flatiux Customers Buy Regularly. 








Dave Garroway 


sols Write — Now! Get facts 
PAINTS about ‘Colors on Parade”... 
proved the industry's top-profit- 
producing merchandising plan 
that's tailored right to your store. 
Dealers report sales UP as much 
as 40%. Unique and exclusive 
way to sell BPS. Adds real 
sales wallop. 
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setting the style 
for new spring coats 


In just a few days, Dave Garroway will give Winter ' | S . 














dealers throughout the country. And they feature 


the brush-off and set the scene for Spring Dave Garroway to bring the full impact of the 


selling. On NBC Television’s TODAY, he’ll star and the show directly to the point of sale. 


tell customers again dnd again what to plan 


7 : ~*~ i lers alik 
and buy for Spring decorating. And he'll <i Hardware advertisers and dealers alike 


achieve results whenever the T-H-T 
assure them that Patterson-Sargent’s 


: rograms—TODAY, HOME and the new 
BPS Paints are best for the job. me 


TONIGHT!—are working for them. You 


As a forceful follow-up to this on-the-air adver- will, too. Together, these programs 


tising, attention-winning TODAY merchandising reach 22,000,000 customers every week! 


aids are being used for displays by BPS Paint NBC TELEVISION NETWORK a service of a) 
T-H-T: TODAY-HOME-TONIGHT! 
HARDWARE AGE, MARCH 28, 1957 
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FREE permanent Display Case 


A brand new, value-packed assortment featuring 21 fast-moving, nationally-advertised INGRAHAM- 


SENTINEL wrist and pocket watches. Attractive wooden display case, designed for top-counter use, 
is practically theft-proof. Case is 15” long by 12” wide. It’s a $16.00 value that’s FREE with the 


purchase of each deal. Colorful display card and window streamer included. 


THE E. INGRAHAM COMPANY, BRISTOL, CONNECTICUT 








INGRAHAM DEAL 
- BIG PROFITS 


right for Birthdays, Mother's Day, Father’s Day, Graduation, etc. 


TRAN A TTI Tar 





Ingraham-Sentinels are styled Look at this profit story: 


and priced for quick sales! Your Selling Price $143.41 
With this soles-proved showcase on your counter, you're  Walue Display Case 16.00 
fen ire wr on a on dploy es Syed on TOTAL VALUE $159.41 


features include shock-resistant movements, anti-magnetic, Your Cost 98. 55 


long-life main springs, radar timed, etc. Priced from $4.98 
to $11.95 for quick sales. And there are two accurate, 


dependable pocket watches at $3.50 and $3.95. YOUR MARGIN 37% 


Make sure you get in on this BIG Ingraham-Sentinel DEAL 


A 


cPep Pe 
3s 
Pa 


THE E. INGRAHAM CO., BRISTOL, CONNECTICUT 


Please ship to me through my Sentinel Distributor of 
the new 21-watch deals. 


STORE NAME .......... 
INDIVIDUAL .............. 

ST. & NO. ........ 

PE aicthcdiGaniisiwuibebideiy 

STATE . 

MY SENTINEL DISTRIBUTOR IS 


Pete Pee Pa Pec Cet Ce Pete Pt Peete Cnt Cnt Pa Pine Pt Pe 
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Manufacturers of Quality Timepieces for 126 years 
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to sell more guns...make more profits... have satisfied customers 





The most successful big-game rifle of 1956... the Savage 99 











End-of-the-year dealer reports show that the Savage 99 was the year’s most popular big-game 
rifle. This famous lever-action rifle, with exclusive rotary magazine and unique cartridge count 
indicator, comes equipped with many deluxe features at no extra cost: checkering on fore-end 
and capped pistol grip .. . walnut stock panelled to blend with receiver . . . damascened breech 
bolt. 3 great models—all drilled and tapped for popular ’scope mounts and aperture sights. 






Model 99-F Featherweight Model 99-EG—America’s fa- Model 99-R—Semi-beavertail 
(shown)—Lightest big-game _ vorite lever action big-game _fore-end and high comb stock. 
rifle made—about 6% lbs. 22" ___ rifle. Checkered walnut stock, 24" barrel. Fitted with screw 
tapered barrel for fast han- distinctive schnabelfore-end... eyes for carrying strap. 
dling. $116.75 (retail). 24" barrel. $113.65 (retail). $116.75 (retail). 






5 great Calibers: .250-3000 savage— .300 Savage— .243 Win.— .308 Win.— .358 Win. 
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Setting new sales records—the superbly accurate Savage 340 







Last year we introduced the 340 with a = [deal calibers for varmint shooting, 

completely redesigned stock—and it set sales eer and medium game: 

’ im : ‘ : 999 Ti ——— | a, | | = () 

records everywhere. This year the 340 is tapped and aga Re wun gtON .22 Hornet—.30-30. 
; Full pistol grip shaped for 


shooting comfort. 











drilled for ‘scope mounts in all calibers. And still 


priced so low your customers can buy it complete 











Specialized manufacturing methods 
including exclusive head space 
for the rifle alone... only $57.50 (retail—less ’scope). _ control for extreme accuracy. 


with "scope for less than they might expect to pay 


Winning new friends across the country . . . the famous “Double’’ 










oJ Today, more than ever, the world’s traditional Fox Model B-ST—(shown). 
sporting gun—the Double—is the choice of true Fex Medel B—Same as B-ST but 
sportsmen. And with the Fox B-ST you offer your with 2 triggers to give instant 


customers the only moderately priced double with selection of two different chokes. 
truly fine-gun features: Chrome-plated single trigger $85.50 (retail). 
(non-selective) ... fluted comb and checkered Stevens Medel 311—A top value 
beavertail fore-end . . . white metal bead sights... double—2 triggers, tapered fore-end 
etched decoration on frame. 12, 16, 20 and .410 ga... . fine mechanical features—all 


$95.50 (retail). for only $66.50 (retail). 


Now lighter than ever—the featherweight Stevens 77 anid 77-sc 













Cece Peer esse 


For 1957 we’ve trimmed these popular slide action shotguns down to about 7 lbs. 
in 12 ga. Equipped with Savage Super-Choke and recoil pad, the Stevens 77-SC 
featherweight (shown above) is America’s best repeating shotgun value—$30 worth of extras 


at no extra cost to your customers. Has lightning fast, hammerless action . . . safety fire 
control . . . extension beavertail slide handle . . . selected walnut stock with fluted comb. 


$77.75 (retail). Stevens Model 77 Featherweight—same as 77-SC but without Super-Choke 
and recoil pad. $65.75 (retail). 


The most complete line of 22's in America—9 different models 





Once again Savage brings you the most 


Stevens Model 87 .22 Automatic 


complete line of fast moving, dependable 22’s— A moderately priced 22 with 
9 different models—each one an outstanding value. the most wanted features and a 


All Savage DeLuxe 22’s feature selected walnut proven sales record. $37.95 (retail). 
Monte Carlo stocks with cheek pieces and raised ‘ 
hide : Stock—Display—Sell 
comb for either iron sight or ’scope shooting. And : 
Ns 1S ' on Model 15 the fastest selling rifles and shotguns 
Savage : Stevens 22’s (except Mo mi ON 
all Savage and Stevens 22's (except Model 15) in the world—Savage, Stevens and Fox. 


have grooved receivers for instant ‘scope mounting, 41 prices subject to change. Slightly higher in Canada. 
SAVAGE + STEVENS - FOX FIREARMS 


SPORTING ARMS DIiviStONs SAVAGE ARMS CORPORATION? CHICOPEE FALLS, MASS. 
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THRILLS in horseshoe Pitching- 








DIAMOND 


THRILLS THAT 


Make playgrounds popular 


















Last for a long season thru spring and fall 


Are contagious among young and old. 





[4 


OFFICIAL COURTS 


Ready to Install. include 
stakes. Conform exactly to 
official requirements. Steel 
faced. Shipped knocked down. 


Promote the game in your area with the help of Diamond 
Pitching Horseshoe Equipment, the finest and most com- 
plete line ever manufactured--the choice alike of cham- 
pions and amateurs. 





OFFICIAL 
BOX STAKES 
For outdoor or indoor 
pitching. Welded 
steel. Easy to install 
at correct angle. 


Ask your Sporting Goods Supplier for catalog and literature 
about organizing clubs and tournaments, or write us 
direct, giving his name. 





POINTED STAKES 
One inch steel, pointed, 


eee DIAMOND PITCHING SHOES 
Made in 5 models . . . they suit every taste and need. Conveniently packed 
in pairs or outfits with stakes. AMOND 
DIAMOND 2 ren 
SUPER RINGER DIAMOND EAGLE RINGER — 





DIAMOND CALK /(/0S/00 (> 


DULUTH - MINNESOTA Established 1908 TORONTO - ONTARIO 
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new Getty dis 


H. S. 











Here’s a brand-new counter display carton that can 
help you sell more casement operators to “do-it- 
yourself’’ customers. Each carton contains 6 (3 left- 
hand, 3 right-hand) Getty No. 4706-H Replacement 
Operators for metal casement windows. Carton is 
attractively printed in 2 colors. Top folds back present- 
ing a selling message to the customer. 


can help you sell 


Just a few minutes is all anyone needs to install these 
Getty metal casement operators. The new Getty Display 
Carton reminds your “do-it-yourself” customers to 
replace worn-out operators themselves—helps you make 
profitable extra sales. Each operator comes packaged 
with complete, easy-to-follow installation instructions. 


more casement operators 


Remember, more Getty Operators are used on casement 
windows today than all other makes combined. The 
Getty No. 4706-H Replacement Operator fits 95% of 
all metal casements made. It’s easy working, long 
wearing, available in a choice of bronze or aluminum 
lacquer finishes—the perfect low-cost operator for light 
metal casement windows. Ask your hardware whole- 
saler about this profitable new Getty No. 4706-H 
Display Package, or write us direct now. 





3348 NORTH 10th STREET » PHILADELPHIA 40, PA. - Canadian representative: A. N. Ormsby Co., 23 Scott St., Toronto 
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Grab this opportunity to make extra sales with 


TETHER BALLS 










oe 


ee 


S89 TETHER BALL SOQTETHERBALL 599 TETHER BALL 


Complete with rope. Strong Nylon loop. Complete with rope. Specially designed Complete with rope. Strong Nylon rope 
No hard metal insert. Nylon wound con- for individual yard use. Sealon winding. loop. All-rubber construction, soft and 
struction with Kantleek Butyl Bladder Strong Nylon rope loop. Kantleek Butyl pliable with no hard metal insert to bruise 
and soft, white chamois finish cover. Bladder. No hard metal insert. young hands. Ideal for home yard use. 
Retail $12.85. Retail $10.95. Retail $6.00. 
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HERE's WHAT SEAMLESS 


IS DOING TO PROMOTE TETHER BALLS 
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BOYS’ LIFE 





JUNIOR SCHOLASTIC 











SENIOR SCHOLASTIC 
DAD ace wi ® 
“TETHER BALL ADS LIKE THIS IN> 
by SEAMLES® ATHLETIC JOURNAL 


i,” 





COACH & ATHLETE 





JOURNAL OF naan’ the 589 TeTHER .. | 
£ESs « BALL 
AMERICAN HEALTH, 
RECREATION & 
PHYSICAL EDUCATION 


om rant 










ne SEAMLESS avess® * 
T 





SCHOLASTIC COACH | 





% FREE COMIC BOOKS for use as counter 


’ 
Here’s what give-away or package inserts. 


Seamless offers you 





% COUNTER DISPLAYS to create sales. 
to help make 


TETHER BALLS a leader 


+ POSTERS for your window or in-store display. 


% ATTRACTIVE PACKAGES with complete 
rules and regulations of the game. Be sure to 


in your store include one or more in your display. 


PLAN YOUR OWN TETHER BALL PROMOTION TODAY! 


For your FREE sales aids, write: 





ATHLETIC GOODS DIVISION 


THE SEAMLESS RUBBER COMPANY 


NEW HAVEN 3, CONN., U. S. A. 
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~ NEW KEYSTONE ROCKET FREIGHT 


Completely new 0-6-0 Pennsylvania ladder-back switcher locomotive, 
that puffs Smoke and has Choo-Choo sound effects, heads up this 
colorful freight. Feature car is remote control Rocket Launcher — 
guided missile fires into “space’’ at touch of button. Set complete 
with track and 40-watt Transformer. Retail price, $32.50. 


ee editttana te oneaneen, a ay ~ 





NEW HAVEN R. R. MAINLINE ELECTRIC FREIGHT 


Colorful, 6-car freight set powered by one of the most exciting locomotives made: the 
New Haven Railroad G. E. electric with built-in electronic Whistle. Outfit includes new 
rolling stock of the latest railroad design: blue Boston & Maine box car, Mobilgas tank 
car, bay-window Caboose. Has 50-watt transformer and track. Retail price, $52.50". 


BRAND NEW ACTION SAWMILL 


Most extraordinary railroad accessory in years! All remote-control 
operation. Giant log is carried on track car through big ripping blade, 
where board lumber is “sawed.” Lumberjack in car then carries 
board to ramp top, where it empties into waiting car (not included). 
11” long, 7““high. Retail price, $10.95*. 


NEW COW-ON-TRACK 


Just press the remote-control button and watch Bossy wander right 
me into the path of the speeding train! But don’t worry — train auto- 
a matically halts until Bossy ambles off the right-of-way. Then train 

resumes trip. Lots of fun! Retail price, $4.95. 


*Prices slightly higher Denver and west. 


send for FREE 
color catalog 


THE | J | : Aj 3 i: : Y f 1 It’s yours for the asking. Illustrates 
| « * ai) : CULVEE FAae & | 1957 American Flyer line in full 


| _ color. 48 exciting pages. 
NEW HAVEN 6, CONNECTICUT - 
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New AMF ROADMASTER 
Jet Pilet . . . Smoothly 
re-styled from rear 
reflector to front light. 
Rich gold trim on tank 
Carries out “jet-age” 
styling to perfection. 





“TIl take : 
a = ae 


Tubular Trike... 


99 ee A really outstanding 
la re | re| | “ styling job has 
un gs P : been done on this 
: great best-seller. 
Looks like luxury... 
r Re ~4 : | / ¥ is luxury... 
(Ghawslaneteurcre | + va ye ata 


the price you like. 


colors) 


New AMF SHELBY Fiying 
Cloud . . . Really 
“sings” with style and 
value. Two-tone sports 
saddie and handsome 
grips complete a 
beautiful bike. 


New AMF Station Wagon 
... The young 
suburban set will love 
the real electric 
headlights and horn 
and roomy trunk 
compartment. The 
stunning paint 
treatment of this 
smart car design 
defies comparison 


AMF JUNIOR TRIKES & SIDEWALK BIKES « AMF CARS, TRACTORS & STROLLERS 
AMF ROADMASTER & AMF SHELBY MIDDLEWEIGHT BICYCLES 

HERCULES ENGLISH LIGHTWEIGHT BICYCLES 

ROOM 814, 200 FIFTH AVENUE, N. Y. 16, N. Y. 

ROOM 1420, MERCHANDISE MART, CHICAGO 54, ILL. 
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... again they’ll be the center 
of attraction in your 


outdoor products section... 





NEW ULTRA-SMART STYLING... 
NEW UTILITY FEATURES 


Little Brown Jugs for ’57 have all the pace- 
setting features that mean more sales! Beautiful, 
modern two-tone baked enamel finish, rugged 
2-piece deep-drawn construction, and genuine, white 
vitreous porcelain interiors are only a few of 

the exciting features in the line that is America’s 
favorite ... and finest outdoor jugs. 


Little Brown Chests let you sell 

the ““Holds Cold Longer”’ features of—super 
insulation, exclusive 2-piece deep-drawn 
construction, hot-dipped galvanized interiors, 

and the new “‘Can’t Lose’”’ caps on outside drains. 


ORDER FROM YOUR JOBBER 





SS 


ASK YOUR JOBBER ABOUT SPECIAL DISPLAY RACKS 
FOR IN-STORE OR WINDOW USE. 


HEMP AND COMPANY, INCORPORATED , 


: ipped with 
Producers of Quality Metal Products For 94 Years caine irdive 


5601 Murray Street Macomb, Illinois opener and ice pick. 
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Sell the name that starts a flame...easiest... fastest! 


RONSON 
fire-startet 














OPEN 
the only \' ? } CLOSED Exclusive spill- 
—— cra proof Switch-Spout 
¢ makes fire-starting 
BIG BRAND name me S== 
f 


in the fast-growing, 


outdoor barbecue 
market! a5 
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Fireplaces 


ORDER TODAY 
_ Ask your supplier for 
Ronson Fire-Starter NOW! 


— 


Competitively priced for PROFIT ! (49¢ retail per 160z.can) Sells fast from handy display cartons of 12 





maker of the world’s greatest pocket and table lighters! 
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MORE PROFIT 


for dealers 


bad tral aes 


mark-up on ALL items 





Mossberg rifles, shotguns, scopes and Covey trap 
EASIER TO SELL because they're MOST for the MONEY 













Ask any gunsmith about Mossberg value 





FREE: Send for Mossberg catalog and full information. If you now carry 
Mossberg, check catalog to see that you have all the numbers you should 
Stock. If you don’t now sell Mossberg, get the facts on the most profitable 
firearms line. 








O. F. MOSSBERG & SONS, INC. 
71603 St. John Street 
New Haven 5, Conn. 


Sirs: Send me Mossberg catalog and tell me why it’s more profitable for me 
to carry and concentrate on the Mossberg line. 














| 

| 

| 

| 

| 

| 

| 

| 

| 
STREET: | 
| 

| 

! 
. 


! 
| NAME: 
: 
0. F. MOSSBERG & SONS, INC. | 
New Haven 5, Conn. | CITY: 
7 STATE: 
L 
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help the 
U. S. COAST GUARD 
help you 











NEW JAVA KAPOK Life Vests 


Made exactly to U.S. Coast Guard 
specifications. Aduit Universal size 
in Brilliant Orange, Forest Brown 
and Kelly Green. Children's Medi- 
um and Small adjustable sizes in 
Brilliant Orange. All constructed of 
durable Jeans Cloth, and white 
heavy duty webbing with rust 
proof hardware. All vests packaged 
in colorful, “self-selling” polyethy!- 
ene bags. 











S 
MODEL 1400 . a MODEL 1100 ee MODEL 1500 
TROPICANA : | HEAVY DRILL ey 


Pry hak 


U. S$. COAST GUARD APPROVED 


Life Preserver Vests and Boat Cushions 


Display and sell the Drybak line with confidence... play up the 

U.S. COAST GUARD APPROVED feature of this whole line for 
aernecshe added sales appeal and customer satisfaction. Drybak’s 57 years 

experience means proven quality is a part of every item. 

Drybak Marine products include cushions and vests that meet all 
pleasure boating requirements. The TROPICANA and HAITI cush- 
ions are made of an exclusive vinyl plastic, each in three colors 
with contrasting drill “breather” gussets. Drybak’s DRILL CUSHION 
comes in popular Red or Kelly Green colors. The SECTIONAL and 
BOAT DOCK RENTAL cushions in heavy Forest Green Duck. All 
cushions are constructed with new materials only, to meet exacting 
U.S. COAST GUARD specifications. 


y Ay hak a division of 
owe 86=6prR ED HEAD BRAND COMPANY 


4311 W. Belmont Ave., Chicago 41, Ill. 
write for full color catalog « sold by leading jobbers everywhere 


hak FAMOUS FOR PROVEN QUALITY SINCE 1900 














Evans, the only bicycle manufacturer 
located in the heart of the automotive in- 
dustry, is proud to present the only line of 
bicycles with styling inspired by the modern 
automobile—bicycles possessing the same 
type of sales appeal as today’s cars. The 
Evans line is a complete line consisting of 








models to fit every need and pocketbook. 
Evans Car-Style line is supercharged with 
profit potential. It can make the new-model 
year a huge sales success for you. Get in on 
the swing to Car-Styling now! For new 
catalog, write Evans Products Company, 
Dept. AT-3, Plymouth, Michigan. 


Go American...Go Modern...Go EVANS! 
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rue omy (AR =e STYLE 


LINE OF BICYCLES! 











MR. HARLEY EARL 


Harley Earl, the 
internationally famous 
designer of fine motor cars, 
is chief consultant on 

the design features and the 
color combinations of 

Evans Bicycles. 








SPRINGING ACTION 

The “Evanaction Fork’ —the 
greatest advance in bicycle 
shock absorbers in years— 


is based on a principle used 
in today's automobiles. 





CAR-TYPE FENDERS 
Sleek, ultramodern 

fenders like those seen on 
mony expensive motor cars. 








The twin-jet headlight- 
horn resembles the duol 
headlights on many 

of 1957's smartest 
automobiles. 
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SWEEP-BACK 
LUGGAGE RACK 
A continuation of the 
bike’s smooth, flowing 
lines. Inspired by 
sweeping rear fender 
fins of 1957 cars. 





HI-LO 
SADDLE 


Saddle adjusts to let 





age. Short or tall riders 








AE LE IO 


EVANS yA 
CUSTOM QUALITY 
VELOCIPEDES 


The Evans-Colson Custom , 
Quality line of velocipedes ye 
ranges from tangent-spoke wi 
to machine-spoke models 

in all sizes and colors. 

Send for new 
catalog. 





CEVANS PRODUCTS COMPANY 
Piymouth, Michigan 


ride comfortably with this” 
easy adjustment. 









youngster ride bike at earlier / 
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You sell more 
ammunition 


ou sell 








High Velocity” 


Again this year, powerful national advertising will mean more 
sales of Peters “High Velocity” ammunition. Make sure you're 
ready—stock and display the entire Peters line today. 


Big game guides, shooters, and hunters everywhere know there’s 
no more powerful ammunition in the world, than Peters “High 
Velocity.” 


bales 
PACKS THE \ POWER! GUPOND 


PETERS CARTRIDGE DIVISION, BRIDGEPORT 2, CONN. — 
“High Velocity” is a trademark of Peters Cartridge Division, Remington Arms Company, Inc. 
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| OUTING PALS’ 


says C. J. FRANKE, 


Heights Tackle House, Houston, Texas 






C. J. Franke, Houston Sporting Goods Dealer, is 
proud of his “Coleman Certified Dealer” Plaque 


“COLEMAN gives us dealers an unbeatable com- ready to demonstrate. And displays and local adver- 
bination for sales and profits”, says C. J. Franke, tising are timed to tie in with Coleman’s national 
co-owner of Houston’s successful Heights Tackle advertising for best sales results. 

House. “Coleman Outing Pals are outstanding in Franke and Beal make sure their customers know 
quality and performance and their wide national they give complete parts and repair service on any 


Coleman Outing Pal they sell, too. “We put our 
selling push behind Coleman Outing Pals because 
we know we can count on a profit on every Coleman 


advertising assures customer confidence and ac- 
ceptance. And, for profits, there’s no company in 
the outing products line that stands behind the 


. sale...and we don’t discount it”, says Mr. Franke. 
dealer like Coleman does. Heights Tackle House is only one of thousands 
Mr. Franke and his partner, Clyde Beal, have of dealers who have found Coleman the most profit- 
made Houston’s “Most Complete Tackle Store” a able line of outing equipment. More people buy 
success by taking full advantage of the profit fac- Coleman than all similar makes combined. 
tors in nationally-famous brands such as Coleman. To get the complete money-making Coleman 
They feature Coleman products in their own local story, ask your wholesaler for a copy of the 1957 
newspaper ads. They keep Coleman products in Coleman Outing Products Catalog, or write the 


the window and prominently displayed on the floor, Coleman Company direct. 





For Top Profits—The Complete Coleman Line! 








iy 
is 


COLEMAN FOLDING COLEMAN FLOOD. COLEMAN COOLERS. NEW COLEMAN FOLD- NEW COLEMAN PIC. 


CAMP STOVES. 2 and LIGHT LANTERNS. New Snow-Lite models ING PAK-TABLE. Mokes NIC STOVE. Burns Cole- 
3 burner models. 1 and 2 mantle models. are pounds lighter. roomy carrying case. man LP-Gas fuel. 


THE COLEMAN COMPANY, INC., WICHITA 1, KANSAS 
See Your Wholesaler Today for Profit-Making Coleman Outing Pals! 


Heres America’s 





HOME WASH 


ew! SWIVEL WATER 
REGULATOR 


OREN HAN NI i 





Clean 


your car | —— outside windows 
in minutes! | - with ease! 

















favorite tume an 


ih @25 


PRICE 


jst push for suds 
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Easiest way to Cleans walls— 


clean <a \——— ,_ Saves you a 
ste I rs 
“wading pools! Ad VENA paint job! 





' work saver! 






Nationally Advertised in 
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*#— Wash those —_ Keeps boats 
y~ dirty screens looking 


with no mess! > ship-shape! 
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Fastest Sellers 


Osrow gives you the leaders in every price range from *2 to #9! 


























Traffic Special Cat. Ne. 33-H. Cat. No. 83 Cat. No. 522 E V. Cat. No. 83-E. Cat. No. 811-E. 
in 1 square foot of floor Low-priced horsehair Popular-priced rotating Patented* sudser. 2 foot Lowest-priced washer Lowest-priced model 
space. 8 rotating and blend brush. 3 foot horsehair brush. 3 foot rubber grip handle model with patented* with interchangeabie 
4 stationary brushes. handie. Dozen display handle. Dozen display and 2 foot extension. sudser and horsehair handles and patented* 
pack with colorful pack with colorful Horsehair brush New rotating brush. 3 foot sudser. Horsehair 
*Patent *2717176 poly bag. poly bag. water regulator and handle with plastic grip. rotating brush. Display 
shut-off valve. box takes only 18” 


counter space. 


IT’S THE BEST-KNOWN..BEST-PROMOTED..BEST-PACKAGED WASHER SOLD! 
pm On TV across the nation! Pp» Backed by the Good Housekeeping Guarantee Seal! 
pm Seen in LIFE by 26,450,000 readers! p> Colorful self-selling display package! 


FREE MONEY-MAKER KIT! 


SS een Send today for the exclusive ‘‘Whirl-A-Way 


OSROW PRODUCTS CO., INC. Money-Maker Plan” that draws raves like these! 
Hazel Street, Glen Cove, N. Y. 








“We sold twice as many Osrow Car-Home Washers 
in 1956 as we did in 1955. We give most of the 
credit for this increase to your ‘Plan for Merchan- 
dising and Selling Car-Home Washers’.”’—Mr. H. J. 
Wozniak, Ace Hardware Distributors, Chicago, Il. 


Gentlemen: 


C) Please send me your FREE Osrow Sales Kit including 
the “Whirl-A-Way Money-Maker Plan.” 


[} Please send me colorful Whirl-A-Way streamer. 


“My car-washer sales jumped 43% as a result of 
putting into practice the sound merchandising 
ideas in your ‘Profit-Maker Plan.’ Thanks for the 
helping hand.”—Mr. C. Palmer, Clark-Dye Hard- 
ware, Santa Ana, California. 


Dealer's Name 





Dealer’s Address 





“Your plan made car washers the excellent item I 
always knew they could be.’—-Mr. R. Dreyfuss, 
Masback Hardware, New York, N. Y. 

Here’s what you get: Osrow’s ‘“‘Money-Maker 
Plan” plus a complete merchandising kit contain- 


GET YOUR FREE WHIRL-A-WAY KIT ing 2 colorful window streamer, Good Housekeep- 


ing Ad reprint, suggested radio commercials, news- 


JUST SEND THIS COUPON AT ONCE! paper ad mats, and selling tips for your salesmen! 


City Zone State 








Distributor’s Name 
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iT ALL ADDS UP 
TO MORE SALES 


A Complete Line - You Can Please Everybody 











The original 
U.S. ROYAL MIDDLEWEIGHT 


New narrow 1.75 size makes balloon tire 
bikes handle like lightweights. Sizes to 
streamline all balloon tire bikes. 


New 

U. s. ROYAL “H-D” 
MIDDLEWEIGHT 

A rugged heavy-duty all weather middle- 
weight tire for traction on any road—yet 
gives the smooth riding, easy og ene 
of 1.75 tire. The perfect tire for “work 
bikes.” 

The popular 

U.S. ROYAL CHAIN 


The country’s favorite balloon bike tire. 
Tough, easy-riding and sensibly priced. 
Exclusive built-in skid chain tread for 
maximum control, easy pedaling. 


The fast selling 
U.S. ROYAL LIGHTWEIGHT 


An easy-rolling tire for imported bikes. 
Deepest tread of any American made 
lightweight tire. Combines smooth easy 
pedaling with outstanding performance. 
Sizes to fit most imported lightweights. 


The rugged 
U.S. ROYAL NOBBY 


America’s greatest heavy-duty bike tire. 
Unbeatable for delivery service or other 
constant hard usage. Deep cleats bite into 
mud, sand, gravel. Exclusive rubber com- 
pound is the toughest used in a bike tire. 





A complete 


line 





Consistent 
advertising 
and 


promotion 


SERS 


Boers Sk 5. ee 


Sea Hinge abe 
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U.S. ROYAL AIRTITE TUBES 


Butyl construction holds air ten times 
longer, is three times tougher than 
ordinary rubber tubes. Valve vulcanized 
to tube — leakproof. Sizes forall balloon, 
middleweight and lightweight tires. 


Over One Hundred Million 
Advertising Impressions for 1957 


Full page ads in Boys’ Life, Junior Scholastic, Young 
Catholic Messenger and Comic Books plus a consistent 
schedule of advertising in Sports Illustrated to boost 
adult recognition for U.S. Royal Bike Tires. 


—" th. 
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United States Rubber 


Cycle Tire Department ¢ 549 East Georgia Street @ Indianapolis 6, Indiana 














Talkie) MAL 
No. 900 


Look what Bronson’s got 


at *15.95! 


The brand-new Bronson Mate—complete with Dial-a-Drag setting and a silky free-flow 
action—gives you a real seller at just $15.95. 

This handsome closed-face spinning reel gives fishermen accurate drag adjustment. The 
easy-to-reach, easy-to-read dial sets and locks at a touch, at any one of 
eight stations. Drag action is smooth, spool-slip type with click. 

And wait *til your customers get a crack at casting with the Mate. 
Its free-flow action lets line skim off smooth and sure. 

The Mate also features six-point line pick-up and push-button line 
feathering. Comes filled with approximately 100 yds. of 6-lb. mono- 
filament line and weighs just 814 oz. 

Anodized aluminum spool housing is a sparkling blue-green, with 
frame of satin-finished aluminum. Ivory handle grips and push button. 


Bronson Diat-a-Dag , , 
The “easy 8” drag adjustment — fast, accurate, smooth. | (} HN () I] 
BRONSON REEL COMPANY + BRONSON, MICHIGAN 


DIV. HIGBIE MFG. CO. FISHING REELS 
















Take 3 giant steps forward | 


CUMBERLAND | 
HUNTING CLOTHES 





CUMBERLAND 
FISHING CLOTHES 





CUMBERLAND 
CAPS and CREELS 





ONLY 


‘ Gud YOu add thea... 















* »~1860 
HUNTING PANTS 












* 1657 HUNTING COAT 







DEER HUNTING 









* 1762 SHELL VEST ® 1761 AUXHIARY GAME BAG * 1658 SUPER HUNTING COAT 













Write for 
free literature 


"You can't buy better.-- 


to save your life. 





THE AMERICAN PAD & TEXTILE CO. 
SPORTSWEAR DIVISION 


GREENFIELD, OHIO 





Ds«M Sports 
Equipment 





One of the most respected names in 
American business. 


A complete quality made line backed by 
more than a century of experience. 


Nationally-known brand merchandise. 


Quick delivery from your wholesaler. 


Equipment in every price range. 


Famous MacGregor tennis rackets, tennis 


balls and golf balls. 


More profits through faster turnover. 


YoOoasQLVpe 




















These seven big advantages and many others are why more 
and more dealers feature the D & M line. You, too, will find 
it’s a pleasant, easy and profitable experience to take on 
Draper-Maynard Sports Equipment. 

Write today for complete information, Draper-Maynard 
catalogs and the name of your nearest wholesaler. 


DRAPER-MAYNARD 
Sports Equipment 


CINCINNATI 32, OHIO 
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Milprint, Inc., Los Angeles, Calif., is the supplier. 


“polyethylene bags for tools and parts provide az? 


easy identification, better protection 


“Whether in our own inventory or in customers’ tool 


99 cribs, the visibility of contents in a polyethylene bag is 
lll * | bAralte a valuable time saver,” reports William A. Burns, sales 
manager, Zephyr Manufacturing Company, Inc., 


Inglewood, Calif. “And, polyethylene provides this 
see-through in addition to its greater resistance to tear- 
ing by edges of sharp tools and parts, and ample pro- 
tection against moisture.” 

The strength, visibility and economy of film made 
of BAKELITE Brand Polyethylene make it a superior 
material for packaging industrial goods. Your packag- 
ing supplier can offer valuable assistance. Call him 
today. Or write for our “Guide to Packaging” booklet 
to Dept. WS-77. 











“We like the printability of 
€ polyethylene. It keeps our 
name and trade mark in 
front of users. And, in 
addition to all its other 
advantages, polyethylene 
bags cost us less.” 


It pays to 







package in 


md LITE 


BRAND 


Polyethylene Plastic 


BAKELITE COMPANY, A Division of Union Carbide and Carbon Corporation [fig 30 East 42nd Street, New York 17, N. Y. 
The term BakeLiTE and the Trefoil Symbol are registered trade-marks of UCC. 
























































SMART, HARDWOOD 
MALLET DESIGNS 
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Wha ‘es WHAT, Me 


AUTOMATIC 
ARCHES 
(Pat. Pend.) 


Choose from fourteen attractive, self-displaying models. 
Retail prices run from $5.00 to $32.50. Model 7856 /57 illustrated. 


Contact your jobber or sales representative ! 


SALES REPRESENTATIVES 


East—Julius Levenson, 1107 Broadway, 
New York, New York 

Midwest—South Bend Toy Mfg. Co.., 
South Bend, Indiana 


South—Louis Williams & Co., 3rd National 
Bank Bidg., Nashville, Tennessee 


Denver & Pacific N. W.—Leo Scherrer, 
2840 W. 93rd Street, Seattle 7, Washington 


Calif. & S. W.—Anderson Sales Company, 
2330 W. 3rd St., Los Angeles 57, California 


Canada—Standard Cycle Products, Toronto 4, 
Export—R. J. Kaufman, Inc., 1170 Broadway, PEs 








N.Y. Cable Address—RUKAUF, New York PARENTS 
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POPULAR? You Bet! Palco Canteens and Mess 


Kits are known and applauded by Sportsmen across the country 
— through National Advertising. 


They know — the Palco name and its reputation for Quality and 
Craftsmanship. They Buy — the Palco product for its dependability 
and dollar value. 


So cash in, sell a brand name — let the Palco Line of Profit- 
Makers make this b wal TOP SALES SEASON! 


= No. 505 MESS KIT 


Preferred by outdoor chefs everywhere 
— this all aluminum kit has every 
essential for outdoor cooking. Fully 
nested into durable cover with strong, 
adjustable shoulder strap — packed 
1 doz. to ctn., each in colorful dis- 


lay box. 
ees SUGGESTED RETAIL $3.75 


No. 515 1 Pint Canteen 

for “Small Fry’’! 

A New Product — A New Market! Chil- 
dren will love this new canteen, although 
it is not a toy. It has the same fine con- 
struction features found in all Palco prod- 
ucts. All aluminum, all welded, fully guar- 
anteed against leakage. Unbreakable cap 
on chain, sturdy, ‘dual-purpose’ cover, 
can be worn on shoulder or belt. Packed 


sleirrssttons SUGGESTED RETAIL $1.98 
No. 500 Standard 1 Qt. Canteen 


This all welded, all aluminum Canteen, has been 
a sure seller and favorite of Outdoorsmen for 
years and years. Especially designed for rough 
usage. Fully guaranteed against leakage — has 
sturdy, removable cover — unbreakable cap on 
ettached chain — see ene shoulder 
strap. Packed 1 doz. each in colorful 
display box. SUGGESTED "RETAIL $3. 29 


No. 510 “2 Quart-er”’ Canteen 
Introduced in 1955, this Canteen proved to 
be the “‘big seller’’ of the Palco line. All- 
welded, all aluminum — holds TWO full 
quarts of water. Fully guaranteed against 
leakage — has sturdy, removable cover — 
unbreakable cap on attached chain — 
strong adjustable shoulder strap. Packed 1 
doz. to ctn., each in colorful display box. 

SUGGESTED RETAIL 3.85 


No. 520 “4 Quart-er’ Canteen 


Meet the ‘Big Brother’ of the Palco family. Weighs 
only 18 ozs. with cover, yet holds 4 full quarts 
(1 gallon) of water. Sturdy, all aluminum construc- 
tion, “‘built’’ for rough usage. All welded, screw 
cap on chain, rugged cover with extra strong ad- 
justable shoulder strap of heavy webbing. Fully 
guaranteed against leakage. Packed 1/2 doz. to ctn. 


SUGGESTED RETAIL $6.95 
For more information circle or write to: 
Worcester Pressed Aluminum Corp. 
7 Hope Avenue, Worcester 3, Mass. 
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CFal NETTINGS 


Your customers will 


Mesh sizes from 3%” to 2” 
12” through 72”—conve 


galvanized either befor 











Stock up on these three CFal pro- 
ducts—products with unmatched 


customer acceptance. Available 
from CF&l-Wickwire warehouses 
at the following 18 key locations. 
ATLANTA NEW YORK CiTy 
BUFFALO OAKLAND 
CHICAGO PHILADELPHIA 
CLINTON, MASS. PHOENIX 

DENVER PORTLAND, ORE. 
HOUSTON PUEBLO, COLO. 
LOS ANGELES SALT LAKE City 
MT. WOLF, PA. SEATTLE 

NEW ORLEANS WICHITA 











THE COLORADO FUEL AND IRON 
Houston ¢ Lincoln (Neb.) « Los Angeles « 
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find the wide variety of CFal 
Nettings ideal for baseball backstops . . . tennis 
courts ... plaster reinforcement 


- +» poultry yards... cages for small animals... etc. 


—all standard heights from 


ntional or reverse twist 
construction—wire sizes from 14 through 20 gauge— 


e or after weaving. 


marillo © Billings © Boise « Butte « 
* Portland « 
Boston © Buffalo Chicago « 
CFal OFFICES IN CANADA: Toronto « 





Cal CLINTON GENERAL 
PURPOSE WELDED WIRE FABRIC 


aie ci d 
trong, and rigid with every joint welde 

for tale ss vat life—this CFal — is : 

often used for poultry floors con lawn a ~~ : 

window guards... corn cribs - ++ anima P - 

etc. Stay wires cut flush with edge wires 

eliminate all sharp ends and py oe . 

Supplied with spacings from | (xd g 

2” x 4” in a wide range of wire sizes. 


. ++ fish and crab traps 














: CFel warpware cLotH 


"the product with 1001 uses — 
m cab enees is ideal for rat-proofing 
... protecting glass from breaking i : 
holding farm products and small = : oe 
animal cages . . . locker room parti og eee 
floral pieces ... etc. A relatively sti a 
very strong galvanized wire a — 
mesh openings up to %4”—widths from 
to 48”. Sold under the brand names 
“Clinton” in the East and “Calwico 
in the West. 











CFel-WICKWIRE 
HARDWARE PRODUCTS 


THE COLORADO FUEL AND IRON CORPORATION 
CORPORATION—Albuquerque ° A 


Oakland * Oklahoma City * Phoenix 
WICK WIRE SPENCER STEEL DIVISION—Atlanta « 


4461 
Casper * Denver « £} Paso © Ft. Worth 
City * San Francisco « Seattle * Spokane « Wichita 
New Orleans * New York « Philadelphia 


Pueblo « Salt Lake 
Detroit « 
Montreal 








This trademark helps you 






move more goods and move them faster 
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REG. U. S. PAT. OFF. 


THE BIGGEST NEWS in garden chemicals in 1956 stemmed 
from Du Pont Squeeze-Dusters. In 1957, you’ll profit by carrying 
the original and proven Squeeze-Dusters. Be sure the line you stock 
carries the Du Pont trademark—a trademark that means out- 
standing value to customers and more sales for you. 
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Quick- Connect” 


GARDEN HOSE COUPLER 


Patent applied for 


No Moving Parts! Push To Connect. 
Twist To Disconnect 
Made from 
1 doz. couplers displayed on Du Pont Zytel Nylon 


informative counter card 9” x 11” , 
p> 


ze 


oa : 
7 ae aon 
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SPRINKLER 





STILE CRAFT » 1825 Macklind, St. Louis 10, Mo. 


NOTE: MANUFACTURERS REPRESENTATIVE, SOME TERRITORY OPEN— WRITE US FOR DETAILS. 
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New-design grass shears 


its the hottest item 
Sales 


 ¢ OL Ole SF ii hammers 


ones. 
Ie ael-m Re -lea) e\-lemCt-tsel-jam @ulele 


: OE ome ashes tl 
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promise BIG 


Comfortable, palm-fit- 
ting, nonslip grip. Pro- 
tective plastic grip avoids 


blistered fingers 


Extra-long, wide-opening 
blades let you - gather 
more grass for cutting. 


Pivotless blade assembly 


puts constant cutting pres- 


sure between blades. 


No more scraped knuck- 
les. See the wide lower 
grip clearance. Flat bot- 
tom blade lets you cut 


close to the turf. 
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VOLUME sales 


me ayypepny 7! 


a: 


Shipped in this colorful sales-making carton. Put 
display where it can be seen for self-service sales. 
Weight each, 14 oz., 13” over-all. Packed 6 per carton. 


Draw-cut slicing action cuts grass easier, faster 


There just aren’t any shears like 
these new No. 22 Garden Club. 
They have no pivot bolt, they 
have the only true draw-cut slicing 
action. Their longer blades open 
wide, gather more grass. Then, as 
the entire upper blade assembly 
draws backward, they whisk grass 
cleaner, neater than any other 


NATIONALLY ADVERTISED 
TO MILLIONS 


Millions of avid gardeners—many of 
them your customers—will read about 
these No. 22 Shears in the pages of 
such leading home and service magazines 
as: BETTER HOMES & GARDENS, 
AMERICAN HOME, THE SATUR- 
DAY EVENING POST, POPULAR 
GARDENING, FLOWER GROWER 
and others. Here’s a hot new item. 
Order your stock of No. 22 Shears now. 


TRUE TEMPER. 


shears you’ve held in your hand. 
Give them a test. You’ll see these 
new No. 22 Shears will give you 
more to talk about with your 
customers than any other make. 

Why not order yours today. 
Contact your True Temper whole- 
saler now. True Temper, 1623 
Euclid Ave., Cleveland 15, Ohio. 








You can look to [7 for leadership 






There’s a 


in Pipe Vises 





Ly 


RICA(Ip Bench Vise — 
8 sizes, capacities, %’’ to 6’’. 


& bal 
Bench Pipe Vises 


Special work-saver features your customers 
like—LonGrip jaws that grip tighter without 
chewing up pipe .. . pipe rests 
that hold pipe firm for better threading 
. handy built-in pipe benders... 
modern streamline design for efficient 
operation. It pays you to give them 
more-for-their-money RIzaiID— 
order from your Wholesaler today. 


The Ridge Tool Company « Elyria, Ohio. U.S.A. 
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CLIP-ON FISH FLOAT 
Made of hard, durable plastic 
a brilliant red and white! 
Just ‘‘press 'n turn’’ for 
casting or still fishing. 
Available in the 
following sizes — 

%”, 1Y ¥5) 

13;”, 4° 3 


ee 


SNAP-IT FISH FLOAT 
Popular model in sturdy 
polystyrene. Brilliant red and 
white. Designed for siill 
fishing. Easily attached and 
adjusted. Weight Ve oz. — 
1%” diameter — 4” long. 


q 


SPIN-FLOTE 
For spinning or still ae. 
Hard, clear plastic— perfect y 
balanced. Just ‘ ‘press 'n turn 
— not necessary to fill 
with water for weight. 


OTHER BEST SELLERS IN THE FRABILL PROFIT LINE 


Anchor Rope Motor Safety Chains 


Chain Stringers 
Boat Tie Downs Spilguvard Funnels 


Cord Stringers 


Minnow Buckets 
Minnow Traps 


THE FINEST AND BEST SELLING FISHING 
TACKLE ACCESSORIES ON THE MARKET. 


Fishin’s more fun with these popular new 
FRABILL floats. They’re “tops” for both 
casting and still fishing. Perfectly bal- 
anced — easily attached — will not cut or 
damage the line. Every fisherman will need 
several, so be sure to keep well stocked. 


Eye catching 
display cartons 
for easy sales! 


Nationally Advertised © Sold exclusively through jobbers 


FRABILL MANUFACTURING CO. 
234 West Florida Street ° Milwaukee 5, Wisconsin 


Exclusive Exporters 
John H. Graham & Company * 107 Duane Street * New York City 


HARDWARE AGE, MARCH 28, 1957 





 GIVES|PROFIT- MINDED 


DEALERS the tested line... 


loaded with new bait / 


Now with brilliant ‘Hunter Safety” 
RED STOCK and other pastel shades 
to please the ladies 



































“TOPPER DELUXE™ 


MODEL 488 





Yes, it’s the WORLD'S LARGEST SELLING SINGLE BARREL SHOTGUN 


and a real attention-getter in your gun rack or window (you can't 
afford NOT to stock it!) ... now with a variety of pastel colored stocks and 
fore-end, gleaming chromed frame, blued barrel plus a cushioned rubber recoil 


pad with white plastic insert. Rugged, sofe, dependable ...- perfect balance and weight. 


in .410 gauge, 28" barrel. 


“HUNTSMAN” 


MODEL 35l 








lar repeating shotgun 


3-shot bolt action tub 








oth 12 and 16 gauge- It features an 
e aluminum magazine tube and slim 
d rubber recoil pad and white 
d Mulino Sighting Dome. 


Stock this new beauty in b 
exclusive, lightweight noncorrosiv 


streamlined Monte Carlo walnut stock with cushione 
plastic insert. Also has exclusive H&R “Variable Choke” an 


Side, thumb-operated safety. About 634 Ibs. 

RICH CHROME on MODEL 330 

9-shot “SIDE KICK” ® swing out .22 revolver 
pa *: . 


Volume-tagged MODEL 622 
Solid frame .22 cal. 6-shot revolver 


Sm 
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One peek at the 
price tag. -- and 
they'll buy! True 
H&R craftsmanship 

in a gun that's ideal 
for plinking plus home 
or store protection. 


New fancy dress for 
this terrific modell! Pull 

out extractor rod tip 
and swing out cylinder ..- 
depress rod and empties 
pop out... extractor springs back 


Features brown checkered “Cling- into place... ready to reload! Fast- 
Fast” grips, velvety, nonglare frame, est, easiest shooting ever! Richly 
with other metal parts in H&R finished with mirrorlike chrome, brown 


Crown Lustre Blue. Single or double checkered "Cling-Fast” grips. Loads 
F 22 cal. long rifle, long or short, 


h patented Safety Cylinder. In 6” or 4 
oads .22 cal. long rifle, long or short, | standard or high velocity ammunition. 
h velocity ammunition. 214", 4" or 6” barrels. 


kling CHROME 


action wit 
barrels. L 
standard or hig 


MODEL 623 — same as above but in spar 


HARRINGTON & RICHARDSON, Inc. 


i Avenue, Worcester 10, Massachusetts, U.S.A 
n Canada: H. a 8. Arms Co., Ltd., Montreal 23 ° Q | 
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Danny and his helpmate Dot 
Look over lawn and garden plot, 
Soon discover that they need 
Help in fighting pest and weed. 


Danny SHows How Your Sates Can Grow! 






They buy the brands they know best: 
End-o-Weed and End-o-Pest, 
From the makers of Vigoro! 

That’s how your sales and profits grow! 


End-o-Pest and End-o- 
Weed Products make 
your garden department 
complete 


Stock them— Display them 
Priced to give you a good 


profit. Promoted to give 
you fast turnover 
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GARDENERS COUNT ON IT! 


Instant Vigoro Complete Water- 
Soluble Plant Food is ideal for 
house plants, transplanting and 
supplemental feedings of every- 
thing that grows—lawns included. 
Double-acting: feeds plants thru 
both leaves and roots. Benefits 
plants in matter of hours. 


The BIG line for BIG profits 


End-o-Pest 
Rose Dust 


““Best,”’ say rose grow- 
ers. Controls all pests 
and diseases for which 
cures are known today. 
Easiest to use, most ef- 
fective. In handy re- 
fillable dust guns with 
refill cartridges and in 
20-0z. packages. 





End-o-Pest 
Garden Dust 


Big repeat item. Used 
regularly to control all 
types of fruit and vege- 
table insects and dis- 
eases. Safe to use. Avail- 
able in applicator guns, 
refill cartridges and 2- 
lb. canisters. 





End-o-Pest 
Garden Spray 


Contains Malathion for 
sure death for hard-to- 
kill insects that attack 
vegetables and orna- 
mentals. Easy to mix. 
Safe. Used throughout 
growing season. Avail- 
able in 2-oz. and 6-oz. 
sizes. 






















End-o-Pest 
Tree Spray 


Big seller, protects 
home owner’s favorite 
trees — evergreen, fruit 
and ornamental. Con- 
trols chewing and suck- 
ing insects and many 
fungus diseases. All 
purpose. Available in 1- 
lb. and 3-lb. canisters. 


























End-o-Weed 
Lawn Weed Killer 


Sure death for weeds. 
Doesn’t harm grass. 
Easy to use, especially 
with Side Spray that 
fits ordinary gallon jug. 
Available in 8-oz. and 
qt. cans. Special End- 
o-Weed for crabgrass 
and chickweed in 7-o0z. 
and 22-oz. cans. 


/ 
f 


\ 





Vigoro, End-o-Pest and End-o- Weed are trodemorks of Swift & Compony 


32 


aie: % Stock and display these Vigoro Plant Foods too: Miro. 


y ~ 
7,’ Vigoro Complete Rose Food * Special Vigoro for camellias and * 
F azaleas * Vigoro plus Chlordane * Vigoro Complete Plant Food 4 


\ GOLDEN VIGORO COMPLETE LAWN FOOD | 


. See your local Vigoro Plant Food Representative or write / 


“=, Plant Food Division © Chicago, Illinois a at 














End-o-Pest ARC 
Ant and Lawn 
Insect Control 


In two forms: Dust— 
available in 1-lb. and 4- 
lb. canisters, controls 
ants, grubs and other 
soil insects. Liquid 
form—in 6-oz. and pint 
bottles—controls 
household pests as well. 
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SWIFT & COMPANY Pk 
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2 Special Offers on Green Spot® Sprinklers of 


SPECTACULAR NEW DESIGN. 


Telishis H 404 
SPRINKLER PACKAGE 
at $41.49 dedlier « 


ifoticlla 4ctiell Ma dell tl-mn leh an Be’ 

















felslellsia-wenaale 
raer 3 WATERBOB 
MPULSE SPRINKLERS 





id 
=. 
LIe>- 
- . ss 


ht nin: tl A eek ol Total Retail Value (sprinklers and 
uklers $9.00 ec nozzle) $28.75 


Te): 








Here’s your chance to get the exciting, all new Green Spot line of 
sprinklers on a plus profit basis—and a quantity of FREE mer- 
chandise! Don’t wait—act now. Call, write or wire your whole- 


saler today for complete details. 


A product of SCOVILL 


Scovill Manufacturing Company, Waterbury, Connecticut 
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TYPE mowers you can sell 
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When your customers 
demand the best! 


Savage 


YARD CHIEF® 
Model 90-R 21” cut 





Se ate 
sheen > 








Look at these 
Don’t neglect your customers (and there are plenty) selling features: 
who take pride in their lawns and prefer the clean- 
cutting action of a reel-type mower. And don’t for- 
get that Savage, one of the country’s leading manu- 
facturers of rotary mowers, also produces two of the 
finest reel-type mowers made! 

Precision-built by skilled craftsmen, in the fac- 
tories where the famous Savage firearms are made, 


Self-propelied — just guide it, no pushing needed 
Recoil starter — for fast, easy starting 


Enclosed chain and sprocket — protect against 
damage 





‘*Sta-Temp"’ hardened blades — stay sharp longer 
Easy cutting-height adjustments — from 11%” to 24%” 





Savage reel-type mowers give a scissor-sharp, “golf- Grass guards — prevent clippings from winding 
green” cut. Rugged and reliable, they'll give more around the reel 

years of service than the rotary type. And that Fingertip clutch and throttle control — no bending 
famous Savage name means instant customer recog- Streamlined, height-adjustable handie—stands 
nition. Stock both these Savage mowers — for reel upright for small-space storing 

sales appeal! Wide-tread tires — for positive traction 


Toe-tip safety latch — fine on grades a 


Sealed Timken bearings — never need oiling 
Also available: 


Savage POWER CHIEF® Briggs & Stratton engine — 
Model 75-R 18” cut 134 hp 4-cycle 
Rope or recoil starter 


\\ 


% 
ra 





















Contact the Savage distributor in your area for additional information on 
these mowers or write to SAVAGE ARMS CORPORATION, Lawn Mower 
Division, Chicopee Falls, Mass., U.S.A. 


HARDWARE AGE, MARCH 28, 1957 


mdiel= 
| ldalomnr-t—) es aale) alae 
_— MAN es ee ay 


to extra 








PROFITS 








AIR-LITE Outdoor 
Furniture Cloth 
woven of 


Firestone én” 


Free display rack 
with 3-roll order. 





AIR-LITE 





AIR-LITE 


Screening 


Get this new display rack 
at % mfr.’s cost with 6- 


roll order. SPECIAL $16 
BONUS. You get a 50 ft. 
roll FREE with order. 


ee 4 AIR-LITE 
PERE = 7 : — ' : | Chair Webbing 
car Vv 4 : <6) 55 ‘ : ” woven of 
, Oath oe 45 4 : | | Firestone )eGn* 


3 - sage ati. Free display rack 
: Thies ‘$y - = | were, with 4-roll order, 
) : 4 sae se oe : 


AIR-LITE Furniture Cloth 
Self-Service Kits 


Nothing to measure, trim or wrap. 
Each kit re-covers one chair. 


“bg a apa _Mataalaatann caine 


>| CAMDEN STREET @ PATERSON i17,N. J 
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e With the easiest-to-sell, most complete hose line ever offered. 


A Supplex Hose for every purpose...every preference...every customer. 


e With the most generous and useful “helps” for you. 


Free “Ad-Dollars” to pay your local ad costs... displays to help you sell 
all garden supplies...ad mats, etc....all at no cost to you. 


e And the most sensational national consumer ad campaign ever 
put behind any garden hose (even Supplex.) 


SUPPLEX COMPANY, GARWOOD, N. J. 
Division of American Hard Rubber Company 


GARDEN HOSE 


AND SPRINKLERS 
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HOTTEST PROGRAM 
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IN HARDWARE 
MERCHANDISING 


) 
| 
: 


wily this sturdy self-service package offers all 
these time-saving, space-saving advantages! 


™~ , as 
ae 


" @ HANDY, COLORFUL BOX WITH CLEAR ACETATE COVER 
— PERMITS CUSTOMER TO SEE AND EXAMINE PRODUCT 


STIMULATES IMPULSE SALES, SAVES CLERK'S TIME... 
MAKES SALES EFFORTS MORE PROFITABLE 


SLIDE COVER IS EASILY REMOVED. STURDY BOX CAN BE 
REUSED ON THE COUNTER... IN THE HOME 


“SELECT-A-PAKAGING" REQUIRES 60° 
LESS SPACE. INCREASES PROFIT 
PER SQ. FOOT OF SHELF AREA 


THREE-DIMENSIONAL PACK- 
AGE STACKS EVENLY, PRO- 
VIDES NEAT, INVITING DISPLAY 
APPEARANCE AT ALL TIMES 


| Write for illustrated Catalog-Price List No. 256. 
a FY LEADER IN HARDWARE MERCHANDISING 


NATIONAL LOCK COMPANY 
Rockford, Illinois | , 
Merchant Sales Division oe GCs : iB CSE lef} &y 


CABINET NATIONAL BUILDERS CABINET FURNITURE 


SASH REWS 
HARDWARE LOCKSETS HARDWARE HARDWARE LOCKS CASTERS 


sc 
AND BOLTS 
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WARE...ne new quality line 
that selis on sight! 


J&L, a great name in galvanized ware, is easy to sell, lasts longer, priced 
right for faster turnover and higher profits. Stock the best... sell the 
best . . . the new J&L galvanized ware. 

Order J&L ware today from your hardware jobber. For detailed informa- 
tion or help in obtaining the Jones & Laughlin galvanized ware line, write 
direct to the Container Division, 405 Lexington Ave., New York 17, N. Y. 


Jl Jones & Laughlin 


STEEL... a great name in stee! 
Galvanized Ware Plants: Toledo, Ohio, and Atlanta, Georgia 
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New Sprinkling Can 
with 4-way 
rotating head 


Ideal for a variety of garden 
uses, this sturdy new J&L 
sprinkling can features a solid 
brass four-way sprinkler head 
for controlled spraying. 

Hot dipped in pure molten 
zinc, this easy-to-sell sprinkler 
has tighter seams for long life. 
Your customers will appreciate 
the new sparkling appearance. 
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A TRULY NEW KIND OF SHEARS! 


Awl t-4 +701 “GRASS 


New Closing Latch 
Uniquely located in the front of 
the shears, this new closing latch 
locks blades with just a flick of 
the finger. It will spring open 
automatically with slight pres- 
sure on handle grips. 


New Pivot Principle 


Longer pivot leaves blades and 
handle free of tension, thus 
eliminating resistance to your 
grip. Enables one half normal 
cutting effort —doesn’t sacrifice 
power. Blades seem to float! 


and Thumb Guard 


Colorful, long-wearing and de- 
signed for maximum leverage. 
No more blisters! Protect even 
the tenderest skin. 


~ 


\ 






MASTER’”’ 


Vinyl Handle Grips 























RETAIL 








\ \ 


Both Blades Cut 


Both blades move, enabling 
closest possible cuts against 
trees, buildings, etc. Blades are 
hardened, tempered and beveled 
for lasting keenness. 


| 


Longer Cut With 
Each Stroke 


Blades have greater distance 
from throat to tips, cut more 
with each clip. 


\ 
New Blade Stop 


Located on back of blades out 
of cutting area. Cannot nick 
cutting edge of blades as often 
occurs with other shears. 


BACKED BY HEAVY NATIONAL ADVERTISING! TAKE A BIGGER 
CUT OF THE MARKET—ORDER NOW FROM YOUR JOBBER! 


BVT td... always a cut above competition 


J. WISS & SONS CO., NEWARK 7, N. J. 
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World’s Largest Manufacturer of Shears, Scissors, Pinking Shears, Metal Cutting Snips and Garden Shears 
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Peoria’s All-Purpose Food Carrier 


perfect for summer activities 
... beautiful in any kitchen 





Easy, convenient way to carry hot or cold dishes to 
picnics, barbecues, parties and get-togethers. 


Two compartments provide ample storage space for 


E 
cakes, pies, cookies and sandwiches . . . keep them ( 
J 


fresh for days. Large utility base can be used 


as attractive serving tray. Large compartment holds cakes and hot 
dishes . . . may be used separately. 


Beautiful hand-decorated design, available in lemon yellow, 


pink, turquoise, red or white, adds a new beauty to any 


kitchen. Retail $2. G 9 Pie cover fits snugly over base in neat 


single compartment. 








Order from your jobber Today! 


' . . 
KITCHENWARE BY : Large base makes attractive serving tray 


Since 1921 a ee for cookies, sandwiches. 
' 


PEORIA METAL SPECIALTY COMPANY 
2501 South Washington Street * Peoria, Illinois 
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new CAROL EXTENSION “CORDSETS” 
in eye-catching displays to sell on sight! 
/ Pear-loas Available in both red and black, each Carol 


ae = 








Cordset is specially packaged in a heavy-duty 
box which opens easily into an eye-catching, hard- 
selling display case that occupies little counter 
space. Every set is clearly labeled to simplify 
selection, storage and inventory control. 


® SELL THE COMPLETE LINE 


ma 


CAROL CABLE COMPANY ; F : ; 
Seven different lengths in 2 gauge sizes meet every 
Division of The Crescent Company, inc. 
Pawtucket, Rhede Island demand. All attachments are molded on for long life. 
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You'll make more profits with less sales effort, because... 
ARISTO-MAT STOVE and UTILITY MATS Sell Themselves! 























Ss 


4 


eh 


There’s nothing 
like Aristo-mats 
for impulse sales! They sell on sight! And what 
these beautiful mats don’t say for themselves is said 
by their informative display labels. Nationally adver- 
tised, nationally publicized . . . Aristo-mats have the con- 


sumer acceptance that builds impulse sales. 











If you handle Aristo-mats now, it will pay you to 





properly display these fast-selling mats. The attrac- 
tive floor displayer is FREE when you buy a small 
assortment. It takes little space .. . sells its 
weight in gold. If you haven’t stocked 
Aristo-mats yet, have your jobber 
supply you quickly. You’ll be glad 
that you did! 








Available in Stainless 
itn lisllillomililiiP 


Bright or Copper-toned 


(x a4 | 
Listo-mal Cys pes ee 


el PA oe eo ch ae Bad 


A division of PHOENIX TABLE MAT Co depen. athe adiigy 
1718 East 75th Street + Chicago 49, Ill. 
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os easily 
portable 
loundry 
bosket 





FOR LOADING 
ond unloading 
_avtiomotic 
washers ond for 
honging clothes 










FOR LOADING 
ond unioading 
ovtomatic driers 






i, FOLDED FOR 
=— convenient 


Ridjid ROLL OR-TOTE 
Model 300—ADJUSTABLE-HEIGHT LAUNDRY CART 
Adjusts to 3 heights... Folds flat for Storage! 


Raise it! Lower it! Roll it! Fold it! It’s new Rid-Jid ROLL-OR-TOTE ... the 


deluxe laundry cart with a dozen uses. Roll-Or-Tote adjusts instantly to 3 






















heights . . . glides smoothly on free-rolling swiveled plastic wheels . . . folds 
Only Rid-Jid Roll-Or-Tote flat for storage. It’s a beauty in gleaming chrome with bright plaid basket 
4 liner of heavy-duty plastic. See it . . . you'll say, too, it’s the laundry cart 

offers all these special 


with a real sales future! (Replacement liners available: Model 300L) 


"Perfect. companion to the 
ROYAL CHROME 


Rid Jid KNEE ROOM 


IRONING TABLE (Model 9RC) 


COMPLETELY CHROME-PLATED... 
It’s a jewel of an ironing table! 


selling features! 


te Adjusts to 3 heights for 


many uses. 


Locks into each position 
with double safety catch. 





Folds flat for storage 

in small space. 

Rolls anywhere on 

swiveling plastic 

wheels. 

Finished in beautiful 

chrome with yellow 
and black plaid basket 
liner of heavy-duty plastic. 


Stop traffic . . . start sales rolling! Feature the most 
spectacular ironing combination ever put on the 
market .. . the glittering new Royal Chrome 


Rid-Jid Knee Room Ironing Table and the hand- 
some new Roll-Or-Tote Laundry Cart. The new 
Royal Chrome Rid-Jid Knee Room offers really 
comfortable sit-down ironing and 12 comfort-level 
height adjustments. Open-mesh steel top and legs 
are completely chrome-plated to give improved 
utility and sparkling new beauty .. . another 
Rid-Jid FIRST! 


new RidJid delio 
AIR FLOW PAD and COVER SET 


Here is the ironing pad and cover set that has won the 
acclaim of homemakers the country over! Specially 
designed for Rid-Jid VENTILATED IRONING, 
the Deluxe Air Flow Pad and Cover let steam and 
moisture through. Polyurethane pad with rubberized 
backing never gets soggy, mats or becomes brittle. 
Cover is highly scorch-resistant, heavy-duty cotton 
twill with drawstring and tie-button fastener. 

Cash in on the big national Rid-Jid VENTILATED 
IRONING campaign . . . feature the matched com- 
bination for oon = a ventilated ironing! 


THE J.R. CLARK COMPANY 


Spring Park, Minnesota 





WITH LINER 
removed and wde 
down for wornmng. 
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True Temper Corp. Acquires | 
Montague-Ocean City Rod 


PHILADELPHIA — Acquisition of Mon- 
tague-Ocean City Rod & Reel Co., a leading 
producer of non-commercial fishing tackle, was | 
announced by William G. Rector, president of 
True Temper Corp. of Cleveland. 

The transaction, according to Mr. Rector, 
involved an exchange of Montague-Ocean City | « 


stock for an undisclosed number of shares of | }: 
True Temper. 0 


Effective immediately, the transaction em- | “ 
braces Montague-Ocean City’s long-estab- 
lished brand names and all physical property, | ® 
including three plants here and another in| !* 
suburban Hainesport, N. J. The company has | f 
more than 500 employes. 


“Joining of the two firms will mean no|T 
interruption in current operations nor will it 
involve any immediate changes in basic pol-|° 
icy,” Mr. Rector said. “However, we do expect 
to achieve an integration in due course. re- 

p- | Sulting in a unified and efficient operation.” 


Montague-Ocean City will operate as a 


True Temper subsidiary with headquarters 
here. 


True Temper operates 15 plants in 10 
states in addition to the new Montague-Ocean 
City acquisition. 





THE WALL STREET JOURNAL, 
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True Temper ... Montague. . . Ocean City. When 
three such famous names are joined together, 

every tackle dealer and distributor rightly asks: 
““‘What does it mean for me?” 


The answer is: Increased profit opportunity. 


Because the three product lines complement each 
other perfectly, dealers are provided with a sound and 
reliable manufacturing source for virtually every 
tackle need. Now the resources of all three brands 
can be used for greater stability in the tackle 
industry to improve retail profits. 


Over the years, each brand has built its own unique 
market position. The great value of this individuality 
will be maintained and all present commitments 

and contracts will be honored in full. 


And for the future, bold new marketing programs are 
now being planned. Each brand will be supported 
with powerful advertising and promotion, creating 
dynamic new sales leadership. It opens the way for 
sound and profitable expansion by dealers who 

want to stay in the tackle business for years ahead. 


RUE [EMPER. 
Yeo nendink te i for tendandiie 





lap-Lite 
.. hottest light switch news of 1956 


NOW 3 WATS HOTTE 


Now Tap-Lite gives your customers even 
more for their money. It’s smarter looking 
with the new satin ivory button. More in- 
serts, too. Six different inserts . . . new colors, 
new clown face for kids’ rooms, new floral 
pattern and new modern geometric pattern. 
Real attention getters, they give your cus- 
tomers new ideas for using Tap-Lite. Push 
button lighting brings you new sales. 








Now Tap-Lite gives you bigger advertising 
support. Hard-hitting, full-color national 
magazine ads in the Saturday Evening Post 
and House Beautiful help presell your cus- 
tomers for you. 


Now Tap-Lite gives you a new self-selling 
Select-O-Switch display—and a bigger, more 
profitable deal. See full details about display 
and deal in panel below. hp Pas a 


Tap-Lite by Honeywell 


H First in Controls 


HONEYWELL 








j 4 wonerwel! 


Special Promotion on 


Select-O-Switch Display 


(order from your wholesaler) 


This new display includes the self-selling, colorful counter 
merchandiser shown here (11 inches deep by 14 inches wide). 
Comes stocked with 18 single pole switches and 
one-gang plates; 2 three-way switches and one- 
gang plates; 2 two-gang plates each with 2 single pole switches. 


Switches list ape 
Your cost including free display $30.00 
WOME OUNEE. .. 6.555 $18.00 


Color inserts in package dramatize decorator features 


hardware week SOHCSSSSSSSSSSSSSSSSSSSESSSSSSSSSSSSSSSSeSSSeeeeeeeeeeeeeeeeeeeeeeeeeeeeees 
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Open the door to bigger sales and profits in your 
electrical department! General Electric offers you two 
packages of practical, store-tested sales helps which 
show you how to order, stock, display and sell G-E 
electric supplies quickly, easily and at the greatest profit. 


YOUR G-E MERCHANDISING KIT Contains: 
} RETAIL SALES PLAN — with practical new ideas to help 
you increase your sales and profits. 


4 COUNTER LAYOUT PLANS — that show you how to 
benefit from the NRHA recommendations for greater 
profit with G-E electric supplies. 


3 SALES-RATED CATALOG — a reliable guide in planning 
what to buy, how much to stock, and what to feature. 
4 


PROMOTION CALENDAR — points up, month-by-month, 
the best opportunities for promoting electric supplies. 


DISPLAY IDEAS FOLDER — suggestions that make sales- 
building displays easier, faster to install. 


uw 


COUNTER BIN TICKETS —— attractive, easy to read. 


oO 


Two store-proved aids to larger sales 
at your electrical department 





7 NEWSPAPER MAT SHEET and ORDER FORM — puts 
effective advertising at your fingertips. 


& SALES FEATURES FOLDER—explains why the G-E line of 
electric supplies is the one line that gives you every- 
thing — completeness, consumer acceptance, self-selling 
packages, and effective sales aids. 


YOUR G-E DISPLAY KIT Contains: 


All the basic materials you need to attract customers to 
your electrical counter ... strikingly printed in blue and 
yellow, showing the G-E trademark. The kit includes 
a counter headline card, ten window display cards, 
traffic-stopping streamers, and an attractive General 
Electric identification marker for your window or door. 


GET BOTH KITS — FREE 


Write or phone your General Electric Wiring 
Device distributor today for the G-E Electric 
Supplies Merchandising Kit and Display Kit 
that will help you increase sales at your elec- 
trical counter. Wiring Device Dept., General 
Electric Company, Providence 7, R. I. 





NRHA 
APPROVED 
MERCHANDISING 
PROGRAM 


Progress /s Our Most /mportant Product 


GENERAL GQ) ELECTRIC 
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The New MAYFAIR 
No. 240 Design 


(in wrought brass, bronze, 


or aluminum) 


The SPARTAN 

No. 230 Design 
(in wrought brass 
bronze, or aluminum) 


“Outpoint” 





...the 
improved 


Guardian 


line 


Low-cost CORBIN 

Guardian Lock Sets 

combine truly-advanced 
construction, operation and 
styling that many higher- 
priced locks can’t match! For 
| example: the 3-sided latch-bolt 
| | retractor guide for smoother, 
more positive action; the 
super-solid inside rose plate that puts 
more metal in contact with the door; 
the fully-guided locking slide for 
push-button sets that assures easy 
action and maximum strength. As 
for style-the 2 outstanding Guardian 
lockset designs’and wide choice of 
decorative trim provide rich 

styling combinations... permit 
“better-home” luxury in low-cost 
homes. Keep your builder- 

customers up to date on the ever- 
growing CORBIN Guardian 

Line. Available in functions 

for every door in the house. 

It’s a quality lock well 

within the range of 

any home-building 

budget. 
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Mr. Hardware Dealer: 
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PAY 835050 @oacrs 


PAY To 


ORDER oF $35,000.00 


* 
Selisiinges 
SSODES etter: 





J S F 7 | 1. Put in a Plas-Tex window 
c3 


2. Inform your sales people 





you Il 3. Carry an adequate Plas-Tex stock 
get your PLAS-TEX “COLOR PACKS” 
money’s make it easy to tie-in! » 
worth! 


Order From Your Jobber 





4 
i 
THE PLAS-TEX CORPORATION 2525 Military Ave., Los Angeles 64, California SEWR 
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Play it smart, mister...carry a gun! 


Carry the gun tacker kit that’s 


ARROW'S T-S50 GUN TACKER KiIT-— Introduced 
just a few short months ago and already Arrow’s kit is 
responsible for the greatest single increase in tacker sales 
in the last 10 years! Even hardware and housewares dealers, 
who’d never handled tackers before, are discovering new 
profits in tackers...and why not! The kit is perfect for 
Do-It-Yourselfers! It’s the ideal all year ’round gift item! 


e Built-in 2-color display sells right off the counter! 


e 3 sales in 1 for you... plus years of repeat staple business! 


e Sold only through the trade! In stock at leading 
hardware and building supply jobbers. 


irha 


sweeping the trade! 





| a 











y sii ane 
A FROoOw's =TF-S50O0O GUn TACHKEHWR MET 


ONE one atf 


> ff #2 #2 47 WT Si 
Sat valent ee “ ? 


SOG’ VSL 


fou featured value during h ar d ware wee a 


April 25 thru May 4 


EACH KIT 
CONTAINS: 








Staple Lifter > 


Handy all steel a 
Arrow’s famous all-pur- staple lifter with Multi-Staple Pak 


pose machine. Does 1001 special steel 


fastening jobs. Shoots a spring tongue to 5000 staples ns 4 
staple wherever a nail facilitate grip- ferent sizes: MM", Hr", 
can be driven. ping. ¥,", %,", each individu- 


ally packed. 


Each item individually packed in its own regular stock box. Can be sold separately if desired. 


Special Retail Price......$15.50 
Dealer’s Cost 


DEALER’S PROFIT.......$5.17 


Nationally advertised in: 

° LIFE 

® SATURDAY EVENING POST 
e BETTER HOMES & GARDENS 
® POPULAR MECHANICS 


Salesmen & Representatives: 
Inquire about available territories. 








Maerow FASTENER £'0.. ING. 002 su0ivs st., Brooklyn, N.Y. 
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Art Linkletter 


SPEAKS ABOUT 








LAWN SWEEPERS 

















on his 


HOUSE PARTY Show From Hollywood 








This Week 


coast-to-coast 





Sieldilate 


@ 101 CBS TV stations 
@ 244 CBS radio stations 
®@ reaching 31 million homemakers daily 
® full page, full color ads 
@ new Sales Aids Kit 
® new Spring Merchandising campaign 


® new Quick-selling exclusives 


seers WRITE FOR FREE FOLDER 
eg: Be sure to get your powerful 
"a> merchandising kit for Spring 
| Bet profits .. . MAIL COUPON 


| Rt TODAY 
~ ' 

| re +e oe a F ee ae , _feyryyrrrir tte 

(Right) the Parkerette, available in | ee ai , ot U has —— » ae 

20” and 28” sweeping widths -2 Parker SWEEPER COMPANY 

DEPT. HA SPRINGFIELD, OHIO 


=J 












(shown above) Parker Pelican Wa ie 
Lawn Cart, in 5 and 15 bushel wall 


capacities. ce =a y 


# 


Please send full information about your spring 














wy 
Prastkeavu SWEEPER COMPANY, SPRINGFIELD, OHIO 
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: 
. merchandising program for Porker LAWN 

he mS : SWEEPERS and CART. 
Pian now to tie in with powerful Parker national advertising : 
: ‘ , ® Nome Title 
on radio, TV and national magazines. ° | 
. - . the most liberal Co-op local advertising plan in the : Store Name 
Sweeper industry. Parker's new features sell themselves! © ihrer 

>: 
® City Zone a itintentenenion 
a 
* 
. 
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If you want more tool profits place 
the new P&C Jet 350 Tool Merchan- 
diser in your store now. Watch your 
tool sales skyrocket like a jet. Watch 
profits go up! 


Here’s Why P&C Jet 350 
Speeds Turnover: 


@ Complete Line of quality tools. 
@ Colorful unit only 48” wide. 


@ Puts tools where customers can see ’em, 
feel ’em, and buy ’em. 


@ Creates more impulse sales. 
@ Every tool priced, shadow-marked and 


numbered for fast, easy inventory control. 


TELL YOUR WHOLESALER you want more 
sales. Order a P&C Jet 350 today. 





TALE 
AU 








MAKE MORE MONEY WITH THE AMAZING €:®JET 350 





8 ... 
HN Ld WH ys 
AT 


as 
’ 
























































SMART DEALERS SAY: 


“Jet 350 increased sales at least 40%’. 


“Creates impulse sales. Customers love to shop 
from it.”’ 

“Simplifies inventory.” 

“When you have a full line like P&C, 
you sell more tools.” 


“We have sold more hand tools in the last three 
months with the P&C Jet 350 than we sold 
in the preceding three years.”’ 


TOOL COMPANY 


BOX 5926, PORTLAND 22, OREGON 


Chicago warehouse and sales office Box 87, Schiller Park, til. 
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LENGTHS: 


Men's woods are based on 424%," and 43” driver except Model 43R 
and left-hand woods which are based on 43° driver only. Ladies’ 
woods are based on 414%” driver. Men's irons match 384%” No. 2 
iron. Ladies’ irons match 374%” No. 2 iron. 


Solid Persimmon Head 
Medium-large head of semi-pear shape, medium 
depth. True Temper's ROCKET "R" chrome-plated 
shaft. New Rib Guide grip of fine leather, spiral- 
grooved and perforated $25.00 each 
Mode! 40R with new Victory grip $25.00 each 












“8 g . ai : 


ouisville 


MODEL 400 IRON 


Fine Stainless Steel 
This beautiful and ultra-new ‘Center Power” 
model features a great concentration of weight 
behind the hitting area. Equipped with True 
Temper’s ROCKET “R" chrome-plated shoft 
and new Rib Guide fine leather grip, spiral- 
grooved and perforated $18.00 each 
Mode! 400R with new Victory grip..$18.00 each 


MODEL 41 WOOD 


Solid Persimmon Head 
large head, deep face. True Temper's ROCKET 
"R" (standard flex) or ‘S'’ (stiff) chrome-plated 
shaft. New Rib Guide grip of fine leather, spiral- 
grooved and perforated $25 00 each 
Mode! 41R with new Victory arip $25.00 each 


HILLERICH & BRADSBY CO., Louisville, 















MODEL 42R WwooD 


Large, rounded head of medium depth. 

Solid persimmon. Trve Temper METEOR 

chrome-plated shaft. Victory grip 
$20.00 each 





Fre fig 


Temper METEOR chrome-plated shaft. New 
Victory grip $13.50 each 





MODEL 420R IRON , 
Compact, chrome-plated head with slightly | 
offset blade of popular Bar Back desian. True ‘ 

































Left-hand 
MODEL 400R IRON 


Chrome-plated carbon steel head of flange 
C li hs sole design. True Temper's Rocket ‘R’’ shaft 
New Victory grip $18.00 each 
Also available in left-hand are wood models 
43R and ladies’ 45. lron models 430R and 


ladies’ 450 are also available but with 
flange sole heads 












MODEL 430R IRON 


Bright chrome-plated head of new Ridge Weight 
type. Chrome-plated CENTURY shoft by True 
Temper. Golf Pride grip -.....$9.50 each 




















MODEL 43R WwooD 


Large, solid persimmon head with deep 
face. Chrome-plated CENTURY shaft by 
True Temper. Golf Pride grip..$15.00 each 




































MODEL 450 IRON 
«.., LAM Slightly offset head—chrome-plated—of com- 


pact Bar Back design. True Temper ladies’ flex 

METEOR chrome-plated shaft. Ladies’ black 
and green Rib Guide grip $13.50 each 

Model 450R with ladies’ new Victory grip 

$13.50 each 





A MODEL 45 woop 


Solid persimmon head of medium 
size and depth. True Temper icdies’ 
flex METEOR chrome-piated shoft. 
Ladies’ black and green Rib Guide 


Mi ita ON RN CET A ae eA OE Tih 





grip $20.00 each 
Model 45R with ladies’ new Victory 
grip $20.00 each 





7 a pate. Se A aT ee ee a ee 
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Left-hand 
MODEL 41R WOOD 


Large head, deep face. True Temper's Rocket 
“R" shaft. New Victory grip. $25.00 each 










Bright chrome finish head of new Ridge Weight 
“3 design. Ladies’ CENTURY chrome-plated shaft by 
True Temper. Ladies’ Rib Lock grip.....$9.50 each 


MODEL 46GR WoopD 


Medium size head of solid persimmon with 
medium deep face. ladies’ CENTURY shoft by 
True Temper. Ladies’ Rib Lock grip....$15.00 each 





Model 44 Wood and Model 440 Iron were designed for men and 
women who require clubs of specifications between those of standard 


men’s and women’s clubs. 


MODEL 44 woopD 


Medium-large rounded head with deep face. Solid 


persimmon. Chrome-plated METEOR 


shaft by True 


Temper. New Rib Guide red leather grip..$20.00 each 


MODEL 440 IRON 


Compact chrome-plated head of 


slightly offset. Chrome-plated METEOR 


Back design, 
shaft. New 


Rib Guide red leather grip $13.50 each 


Junior Outfit 
This outfit contains brassie, 
No. 2 iron, No. 5 iron, 
putter, and bag. No other 
combination of items is 
available $44.00 


Individual Clubs 
Woods—Dr. 39”; Br. 38," 
Sp. 38° $13.00 each 
lrons—-No. 2, 3512"; No. 5, 
34°; No. 7, 33”; No. 9, 
324% ;P.31%" $9.00 each 


SPECIAL PUTTERS 


No. S—-{2-way) Shallow steel head; 
wide top edge. For right and left- 
hand. Either red Rib Guide leather 
or Rib Lock grip $13.50 


No. G—wMallet-type aluminum head 
— medium size—no offset. Red 
rubber, pistol-type grip. RIGHT 
HAND ONLY $13.50 
No. H—Steel head—satin chrome 
finish. Wide top edge; very wide 
flange sole— gooseneck. Red Rib 
Guide leather grip, spiral-grooved 
and perforated. Also available in 
ladies specifications. (No. H.L.) 
RIGHT HAND ONLY.... $13.50 


No. J—WMallet-type aluminum head 
—medium size—extreme gooseneck. 
Red Rib Guide leather, spiral- 
grooved, perforated grip. RIGHT 
HAND ONLY... $13.50 


Pitching Wedge 


Deep, lofted (more than No. 9 iron) 
chrome-plated head with wide 
ridged sole. True Temper METEOR 
shaft. Victory grip $13.50 


Sand Wedge 


Heavy deep-lofted head with broad 
rounded sole. Almost indispensable 
for shots from sand traps. Equally 
useful for shots from heavy rough. 
Available in all iron club models, 
at their respective prices. 


No. B—Shallow bronze head. Top 
edge slants back to wide sole. 
Long square hozel. Leather grip 
flat on top side under left hand. 
RIGHT HAND ONLY $13.50 


No. A—Shallow mallet-type alumi 
num head in metallic green. Offset 
neck. Leather grip flat on top side 
under left hand. RIGHT HAND 
ONLY $13.50 


No. D—WMallet-type bronze head of 
shallow depth—gooseneck. Leather 
grip. flat on top side under left 
hand. RIGHT HAND ONLY_._$13.50 


No. E—Shalliow bronze head with 
wide two-way blade for right- or 
left-hand. Red rubber pistol type 
grip $13.50 


Special Chipper 


Fiange sole chrome-plated head 
Upright lie, slightly lofted face. 
True Temper METEOR shaft. New 
Victory or Rib Guide grip of fine 
leather $13.50 


Super Cleek 
(No. 5 WOOD) 
Small head, shallow face lofted 
several degrees more than standard 
No. 4 wood. True Temper ROCKET 
“R'' chrome-plated shaft. Fine leather 
Rib Guide grip $25.00 
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your 


share of the growing market for leisure goods 


America has time on its hands. You 
convert this leisure time into profit 
dollars when you merchandise 


your store as sporting goods head- 
quarters. 


Contents 


Leisure hour profits 

How the market shapes up 
Don't just sell an item. ... 
A store within a store. 
Give them credit........ 
Give them the right lines. . 
A baker's dozen ideas. 
Who sells for you? 

Know your market trends 
How's your product |.9.?........ 
Rentals, a new profit idea 
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key to a rapidly expanding 


A shorter work week, higher income level, and a population explosion 


new profit potentials for dealers. Here is how you can cash-in on these 











78 


by James M. Dixon, associate editor 


“The fight for leisure.” 

“The American mania.” 

“The leisure time challenge.” 

.. . These are phrases that are often used to 
define the growing number of hours a week 
that you do not work on the job. 

The fact is, the average American wage earner 
now labors less than 40 hours a week on the 
job. More than one big labor union has already 
written a 35-hour week into long term contracts. 
And labor is now considering a preliminary pian 
for a four-day standard work week totaling just 
32 hours. 

What does this mean to dealers everywhere? 

More than anything else, it means sporting 
goods sales ... ever growing in price range and 
volume. Why? 

Next to card playing, sporting activity is the 
major leisure time activity for men, women, and 
children. It has been so for many years. And 
each year the participation index creeps higher. 
As leisure time grows, so will the time allotted 
to sports grow. 

That’s not all. 

Retirement ages are slowly coming down. 
Women now get Social Security checks at 


age 62 instead of 65. Better and earlier re- 
tirement plans for labor are the rule now, rather 
than the exception. 

More and more firms are offering longer 
summer vacations as job enticement. These and 
other firms offer winter vacations to employees 
with five, ten, or more years of service. Increased 
winter vacations have been a major development 
in labor and white collar management for over 
a decade. 

Add another big factor to all of these spare 
days, weeks, months, and years of added leisure 
time dumped into the laps of sportsmen: 

We call it “population explosion.” One day in 
early February, 1957, the population-counting 
machine at Washington, D. C., rang up 170,000,- 
000 living Americans. 

This is a 100,000,000 increase since the turn 
of the century. 

Of this amount, more than 32 million (over 12 
yrs. old) hunt and fish. Countless millions more 
skin dive, pitch horseshoes, bowl, boat, or play 
badminton. It is a rare man who has no sport. 

Lastly, we live in an era where people can af- 
ford sports. That is, owning a boat, or outboard 
motor, used to be a comparative luxury. Few 
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The work day gets shorter, 
the leisure hours longer. 

































Constantly increasing lei- 
sure time gives workers 
more opportunity for play. 
Who will benefit most? 
lt will be dealers who 
promote sporting goods. 














market 


have opened the door to 


new opportunities. 


men owned more than one or two guns. Skiing 
was for the wealthy. And owning a racing bike 
was often an unfulfilled dream of childhood. 

In this Guide, we aim to give the hesitant 
dealer food for thought in three important 
phases: Why sporting goods are important; what 
lines should keystone selections; and how to use 
credit, display, advertising, and promotion to 
build sales. 

The longing to fill leisure hours with sporting 
activity is simplified by a booming economy 
and new attitudes toward credit. Many a cabin 
cruiser at the inlet or marina belongs to plain 
John Citizen who dirties his hands on an engine 
lathe all week. But his week gets shorter, and 
the pay longer, as time goes by. 


To give you a better idea, there were more than Ask your wholesaler. Many wholesalers queried 
19 million fishing licenses issued last year. That’s by HARDWARE AGE said sporting goods volume 
better than 390,000 per state, or more than 500 had grown to from 15 to 30 percent of their 
per hardware store in America. In hunting, an total hardware volume. 
average of about 300,000 licenses per state (more This is a factual guide. It is the result of 
than 14 million total) was issued. That’s 400 many surveys, both private and Government- 
for every hardware store. And these figures give sponsored, personal interviews, and fact-finding 
you an inkling of only the major sports. There research. 
are dozens more. If you can’t use it now, file it for the future. 


HARDWARE AGE, MARCH 28, 1957 79 





HARDWARE AGE 


SPORTING GOODS//- 


pp-> 
| MERCHANDISING GUIDE WO 




















Though most people have a sporting hobby, less than half the adult population 


How big is your market? 


has a major sport. There is a big untapped source of volume for dealers 


who go out of their way to promote sporting goods 


Let’s get down to brass tacks. Just how big 
is the sporting goods market? How much of it 
goes to hardware stores? 

More than 30 million sportsmen hunt and fish 
each year. Countless millions more have other 
regular sports. But hunters and fishermen alone 
spent $3 billion last year for all expenses to ply 
their sports. 

That figure includes many intangibles which 
you cannot sell: lodging, transportation and 
food. But items bought in stores like yours 
added up to a whopping $1.3 billion at retail 
prices. That’s a whale of a lot of camp stoves, 
food containers, guns, and rods. 

There are more guns, rods, reels, ammunition, 
and assorted hunting and fishing accessories 
sold each year than traffic appliances, for ex- 
ample. We cite small appliances because nearly 
every dealer has a few clocks, toasters, and 
mixers on his shelves. Yet thousands of dealers 
have never tried to sell sporting goods. And 
these lines match each other in profit, turnover, 
and big-ticket sales. 


When you add to $1.3 billion the retail volume ~ 


for participation and individual sports, total 
volume probably exceeds $2 billion a year. This is 
big-league volume, far in excess of the potential 
of many other lines classed as standard hard. 
ware. 

Currently, hardware stores sell about $200 
million a year in all sporting lines. This is just 


a drop in the bucket when the full potential is 
viewed. The market is big, and it is here, now. 
These figures are actual, based on surveys by 
the U. S. Dept. of Interior. They are not esti- 
mates, or potentials, scaled to the future. 

In the hardware sales market, certain lines 
outsell others. This was proved in a recent 
HARDWARE AGE market survey. Here are the top 
lines in order of dollar sales importance: 





NEARLY 12 MILLION HUNT 


(1,691,000 ) 
Children 
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Ammunition 
Firearms 
Fishing rods 
Flies, baits, lures 
Fishing reels 
Bicycles 
Outboard motors 
Baseball, softball 
9. Ice, roller skates 

10. Camp stoves 

11. Football equipment 

12. Basketball equipment 

13. Fishing and hunting knives 

Many other key lines such as flashlights, 
vacuum goods, and food chests outsell some of 
the lines in the list above. But their uses are 
so varied that they cannot be considered ex- 
clusively as sporting goods. They are important 
as tie-in sales items, and contribute heavily to 
overall sporting goods volume. 

A hardware store is the logical place to mer- 
chandise sporting goods. It has been traditional 
for dealers to sell major sporting lines. But the 
third quarter of this century sees heavy expan- 
sion of sporting goods’ stores, sporting goods 
departments in chain and department stores, and 
a surge of nondescript retailers such as drug 
outlets enter this field. 

The fight for leisure time dollars is tough. It 
will get worse before it gets better. And this 
proves a point: retail merchants seldom scramble 
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for volume in lines unless those lines show a 
good profit and a high turnover rate. 

To fight increasing competition you need the 
right basic stocks, in a price and style range to 
suit your customers. Then you need to promote 
timely items at competitive prices, and back up 
your sales with service. 

Sound like a large order? It is. But it’s worth 


MORE THAN 20 MILLION FISH 








Children 





What’s your market? 


(continued ) the effort. For the sporting goods market will 
continue its amazing growth in tune with more 
leisure time, population explosion, and our still- 
expanding economy. 

How big is the market? It’s $2 billion big, 
and too much of it is funneling into non-hard- 
ware outlets. Study these competitors. See how 
they are getting customers that should be yours. 
If price is their single weapon, learn what you 
can do with lower prices fortified by higher 
turnover. If they have better or bigger selec- 
tions, look to your suppliers for help. 








77.7% | 
of Dealers surveyed 
Sell Guns and 
Ammunition 4 —=\ 


How important is the female trade to 
you? 











As it has in all other phases of hardware 
merchandising, the swelling ranks of 
women customers has greatly affected 
sporting goods sales. Here are figures that 
show how many women shoppers patron- 
ize sporting goods stores. Broadly, the 
same figures should apply, in proportion, 
to the sporting goods department in your 
store: 


What is the percentage of women shop- 

pers in stores doing $50,000 or less a 
: | \ year? 

. / 78.6% : : Almost 40 percent of these stores have 

ee 10-25 percent female trade. 


of Dealers surveyed Almost 20 percent of these stores have 
Sell Fishing Tackle : 25-50 percent female trade. 


Almost 10 percent of these stores have 
50 percent or more female trade. 





What is the percentage of women shop- 
pers in stores doing $50,000-$100,000 a 
year? 


Almost 45 percent of these stores have 
10-25 percent female trade. 

Almost 30 percent of these stores have 
25-50 percent female trade. 

Exactly 8 percent of these stores have 
50 percent or more female trade. 


53.6% What to do about the growing women 
of Dealers trade? 


surv ed Remember its importance in your adver- 
Sell Athletic 


tising, your displays and windows, and in 





Equipment training your salesmen. In general, re- 
member that sporting fun is family activ- 
ity. If you would improve your reputation 
as sporting goods headquarters, and as a 
family store, beam your promotions at the 
female trade. 
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Don't sell an item 


... sell fun 


Nowhere in hardgoods merchandising is there so much 
opportunity to sell more by using related selling tech- 
niques. Related selling is an art .. . but it is an art 
made easier when sporting goods are the object 


When a customer tells your salesman, “I want 
to buy a gun,” or “I need some ammo,” he has 
opened the door for related sales items by the 
dozen. But only if that salesman has learned that 
customers don’t buy items when they buy sport- 
ing goods. 

They buy a whole sport. They buy a way to 





more and better leisure. They are intensely in- 
terested in every idea and every item thai has to 


do with their particular sport. They want to 
know all there is to know, and they want to buy 
the best and latest equipment. 

Sportsmen are avid. Remember that they have 
found a way of life that suits them, gives them 
pleasure in leisure hours, and usually gives them 
a chance to excel in public. 

Do your salesmen think of these facts when a 
customer says, “I want some ammo?”’: 

The customer asked for “ammo.” That means 
he is a hunter or target shooter. Find out which 





Don’t sell an item 








(continued ) 


first. And find out, at the same time, how experi- 
enced he is. The degree of ability and experience 
sets the range of related sales. 

The customer says the ammo he needs is .22 
calibre long-rifle and .410 buckshot shells. This 
means he has an over-and-under gun. And it 
means he isn’t a target shooter. He is a hunter, 
or he has varmints on his property. 

As far as your clerk is concerned, he is deal- 
ing with a hunter. Now what? 

“Been hunting long?” asks the clerk. 

“Oh yes,” says the customer, “That old — 
over-and-under of mine has really taken a beat- 
ing. I need several boxes of shells . .. going 
away for 10 days.” 

Your clerk has already learned that he has an 
old-timer on his hands. This is a man who would 
like to see the new high-powered scopes, just ar- 
rived. And the man said his gun was old. He 
would surely like to see the over-and- 
under with single trigger action and fine groov- 
ing. 

What else? An over-and-under customer usu- 
ally hunts field animals, or is a trapper. That 
means several things: certain kinds of clothing, 
traps, boots, and maybe an ammunition belt. 

The customer said it was a 10-day trip. That 
would mean camping supplies such as lanterns. 
gas stoves, canteens, bedding, food chest, and 
maybe a tent or folding furniture. 

What’s next? 

Get the customer to talk about his sport. There 
is much to be learned this way: 

“Do you usually bag much on your trips?... 
where do you hunt?” 











“We, that is my brother and I, go about 80 
miles upstate about twice a year,” your customer 
will answer. “We usually do pretty good. I got 
the limit on rabbit in a half-day last time out. 
And I nearly shot a hen pheasant by mistake,” 
the customer laughed . . . could have got a $200 
fine.” 

Now the salesman knows the kind of game to 
be hunted, and he has got the customer laughing 
and talking about his favorite subject. 

From this point on, your salesman should 
demonstrate, not merely show, special new guns, 
attachments, and accessories needed for the kind 
of hunting involved. The more the customer 
talks, the more the clerk learns about his needs. 

As a result of alert listening, based on a broad 
knowledge of the items he sells, this salesclerk 
may sell a new over-and-under gun at about $55, 
and easily another $25 worth of tie-in items. All 
of this is over and above the $5 worth of shells 
the average clerk would be contented to ring up. 

This salesman will be wise enough to work in 
the credit angle as a way to buy, even if the cus- 
tomer doesn’t mention a need for credit. Or he 
may suggest layaway, if there is time before the 
hunting season starts. He will remind the cus- 
tomer to have his brother stop in to see the new 
scopes, new guns, or a new camp stove. 

If your salesman has earned the respect of his 
customer through offering helpful hunting ad- 
vice, he can be assured that customer will return 
often for other sporting goods purchases. And 
the same customer will surely tell his hunting 
friends how good the service is at your store. 

Clerks with as much preception as this one 
are not run-of-the-mill. But even ordinary clerks 
will make more tie-in sales when they begin to 
understand how a sportsman thinks. 








Don’t sell just the item 
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Here are 10 basic rules for better related selling: 


1. Know your merchandise. You can’t suggest 
tie-in items if you don’t know how they work, or 
how they will improve a sportsman’s skill. 

2. Learn the customer’s specific needs. First im- 
pressions tell you some things. A little conversa- 
tion tells you a lot more. Make mental notes of 
the kinds of items needed for the man and the 
sport each new customer represents. 

3. Put the customer at ease. Let the customer do 
most of the talking. Sportsmen love to tell of their 
experiences. And many things they say give you 
clues to other items that can be tied in with the 
original purchase. 

4. Don’t mention a long string of possible tie-in 
items. Drop them into your conversation casually. 
Demonstrate each new item as you talk. Let the 
customer handle samples. Mentioning a new scope 
for high-powered rifles means little. But when 
you let the customer feel the weight of it, and 
actually see its power, the item will sell itself. 

5. If the sale gets into the big-ticket range, offer 
a way to buy through credit or layaway. Often 
the only reason a customer hesitates to buy many 
related items is that he doesn’t understand that 
little cash is required on credit or layaway. 

6. When you suggest items, show neither the high- 
est nor lowest priced lines. High prices may 
frighten away a prospect. Lowest priced goods 
won’t impress a customer with quality or work- 
manship. 


... sell the whole sport 


7. Be sure to remind customers how much the 
tie-in item means in terms of better performance 
in his sport. When you imply that skill is in- 
creased by using the item, you plant a strong seed 
of desire. Each sportsman seeks always to become 
super-skillful. A new bowstring sends arrows 
further, a new type of sneaker gives a basketball 
player better traction, or better golf balls auto- 
matically add yardage to drives. 


8. Always remember that sports items are seldom 
replaced because they are worn out. New items 
and accessories are bought because they add to a 
player’s ability. As each sportsman seeks perfec- 
tion in what he dees, he is in the market for newer 
and better ways to do so. Good golf clubs, well 
treated, will usually last a lifetime. But the aver- 
age golfing fan will buy several sets before he dies. 


9. Suggestion selling to increase tie-in sales does 
not always mean a sale at once. You at least have 
opened a door to future sales. The sportsman will 
long remember your comments about items he 
wants to own someday. Eventually he will return 
to buy them. 


10. Finish the sale by congratulating the customer 
on his good judgment in buying quality accesso- 
ries that are sure to improve his sporting ability. 
Make him glad he listened to your advice. And 
make him want to return for more of the same 
when he is ready to buy again. 
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How to build a store within a 


You add greatly to traffic and profit when you open a sporting goods 


department. And you can do it in much less space than you think. 


These plans by consultant James Kiley show how simple it is to start 


“Sure, I’d like to merchandise sporting goods,” 
many dealers say. 

“But it would take several hundred square feet 
of floor space to do it right. I just don’t have 
the room.” 

Is this the stumbling block that holds you back 
from the plus traffic and profit a sporting goods 
section will surely give you? 

You do not have to rearrange the whole store, 
not even a whole wall, for ample display room. 
As little as 30 to 50 sq ft of floor space is all you 
need to show a well rounded selection of arms, 
fishing tackle, and other key sporting lines. 

Less display and stock space than you likely 
give to toys or housewares will put you in busi- 
ness. And after you get a taste of sporting goods’ 
added traffic and volume, you will want to in- 
crease the section to major size. 

Where do you start? 

Here are three basic plans. Two of these plans 
show how to lay out a sporting goods department 
in the area of just two counter bases, with back- 
up wall space. The third shows how to build a 
cabin display-room to house a complete depart- 
ment in a large store, or on an outdoor lot. 

Three inexpensive elements are needed for the 
change. First, you need 214x6 ft platform risers 
covered with grass matting. Second, wall areas 
in these plans are fully covered with perforated 
paneling. Last, a canopy of split logs lends an 
atmosphere of the outdoors. 

Each of these can be home-made, or ordered 
locally at low cost. No major overhauling or con- 
struction is necessary. 


Perhaps you can modify or expand these sug- 
gestions with ideas of your own. You may want 
to work in present fixtures to save time and 
money. But no matter what plan you use to 
start the ball rolling, one feature is of topmost 
importance. 

That feature is identity. 


Lettering or canopies made of split logs, bits 
of tree branches, an animal head or dinner gong 
will go a long way in giving your sporting goods 
department a real outdoors flavor. 

It’s important to give any new department or 
section a name and identity of its own. Cus- 
tomers will get in the habit of referring to it as 
Jones’ Hardware Outdoor Shop, or Jones’ Sports- 
mens Headquarters. It will develop its own army 
of customers who are bound to be traffic for other 
hardware needs. 


The other big idea behind a shop or section 
given exclusively to sporting goods is basic: it 
prevents scattering of items, and item duplica- 
tion. It cuts clerk selling time. It helps build 
tie-in sales. It is quick to pinpoint stock lows 
and outs. And it’s easier to step-up a sale on a 
rod, gun, or outboard motor if all samples are 
displayed together. 


Sample layouts that follow are designed to 
stimulate your creative ideas. You can use them, 
as shown, at little cost. Or you can elaborate on 
them to suit your needs. The main idea is to 
understand that starting a sporting goods shop 
does not mean great expense. And there is still 
time before the big rush in late April-early May. 
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Fig. | 

Lengths of 1x2 in. lumber (D) are attached 
to side wall on 2 ft centers to hold 4 ft-wide 
sheets of perforated hardboard. Note how un- 
limited plywood shelves (E) can be installed on 
metal brackets set in the holes of the paneling. 
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Did you know that: 

Archery is staging a sensational revival? 
Sales have been stimulated by relaxed 
state laws for hunting and game fishing 
with bow and arrow. Movies and TV 
shows such as “Robin Hood” have had 
some influence in the trend. 
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Guns, fishing rods, and all items shown in Fig. 
2 can be displayed in same manner. 

Split log canopy (A) is supported by plywood 
cleats (B). Sign (C) ties in with outdoors effect 
of canopy. Any handy man can build it using 
short lengths of tree branches. Or it can be 


rustically hand lettered. Flood lights are mounted 
under canopy to make section stand out. 

Perforated hardboard panel (H) is mounted on 
1x2 in. frame attached to wall with small angle 
irons. It is easily removed to simplify sampling 
of lures and plugs. 

Low bases (F) are 24%x6 ft. Note cutaway 
section. It shows how bases are built from a 
2x4 in. frame with a % in. plywood top. 

All measurements are suggested ones. They 
can be varied to fit your needs. Be sure to build 
bases in separate units. If you have a longer 
section of wall area, they will be flexible and easy 
to move if changes become necessary. 

Here is a good color scheme for your sporting 
goods department: 

Leave split logs in natural finish. Use a medium 
vellow for face of sign on which letters are 
nailed. Paint side wall panels pale blue. A paint 
brush may fill up holes, so applying paint with a 
roller is recommended here. Paint plywood 
shelves with a medium gray enamel. Cover bases 
with grass matting. 

Total square footage used: 36 sq ft. 





Store within a store 











(continued) 
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Fig. 2 

This drawing shows how two 2'%x6 ft bases 
(F), 4 in. high, can be installed in a corner with 
a 24x21 ft corner block to form an “L” shaped 
design. 

A sloped roof made of 2x3 in. lumber is faced 
with split logs (A), built in caddy-corner. Logs 
give the display atmosphere, and they are not 
costly. A sign with suitable art work is attached 
to the “roof” with good-cleat bracing. (C) in- 
dicates the ceiling line. 

Both sections of the side walls are faced with 
perforated hardboard. Each sheet is nailed to a 
1x2 in. wood frame. This brings the panels away 
from the wall, so that all types of fittings can be 
inserted in the holes in the panels. 

Most display equipment jobbers carry a full 
line of metal shelf brackets, price card holders, 
gun hooks, and spring clips for fishing rods. All 
are especially designed to fit these panels. This 
perforated panel (B) can be used for mass dis- 
play of colorful plugs and lures. Note that is is 


removable to ease the job of sampling these items. 
This is important. 

Adjustable-height plywood shelves (E) are 
supported on special metal brackets. They are 
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Did you know that: 

Ammunition outsells firearms in hard- 
ware stores by a ratio of more than 8 to 
2 in total dollars? 
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binned off with 4 in. metal corner clips and bin 
glass. Note how each bin is priced with a snap- 
on price clip. 

Platform bases are covered with grass matting 
as a decorative touch. Flood lights are mounted 
under the sloping roof to brighten up the corner. 
Art work, such as head cut-outs on either side of 
display, will catch attention more quickly than 
signs. 

Total square footage used: less than 40 sq ft. 
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Fig. 3 

If you have a large store or adjacent outdoor 
area, you can use this log cabin sporting goods 
center to good advantage. You get the benefit of 
having lots of atmosphere in a separate shop. 
This lures a lot of customers. 

Drawing shows how the cabin can be built at 
minimum expense. Tree logs form the front wall 
and give your shop an outdoors identity. The 
other sides of the cabin are formed on 2x4 in. 
studding. Rough tongue-in-groove lumber or °%4 
in. plywood sheets can be used for walls. A 
gravel, asphalt, or shingle roof will finish the 
job. Roof should be arched and weatherproof if 
used out of doors. 

Plan shows minimum measurements with two 
3x4 ft windows and a 2% ft wide door. Inside 
walls are faced with perforated paneling for 
fullest display usage. It is completed with four 
214x6 ft bases and two 414x2'% ft bases for 
stock tc back up displays. 


A cabin this size provides ample room for sev- 
eral customers at one time. To increase cabin 
size, add additional sections of 4 ft plywood on 
2x4 in. studding. 

Cabin can be made to knock-down for off-season 
storing by prefabricating wall and roof units in 
sections. Windows, plate glass, double as dis- 
play area for passing traffic. Heavy-duty wiring 
for fans and lighting, plus plenty of outlets, 
should run around base of frame. 

Swinging sign can be enlivened with antlers, 
an animal head, or a dinner gong for more out- 
door flavor. 





Did you know that: 

Any dealer selling firearms must maintain 
records of serial numbers, names, and ad- 
dresses, and full description of arms for 
six years after the sale? 
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Give them Credit 






Do you have a plan for credit in big-ticket sporting goods? 


If not, check these facts from the men who know 


The credit story bristles with important fig- 
ures. Important for traffic, volume, and profit. 

For credit is a story of cold, hard facts that 
spell the difference between a so-so volume store 
and a sales leader in sporting goods lines. 

HARDWARE AGE knew the best place to dis- 
cover how to sell sporting goods on credit was 
from major sporting goods dealers. We shopped 
a number of them, as a customer, to find out how 
they handle credit terms. Then we frankly asked 
many of them what credit has meant to them in 
recent years’ volume. 


Set your own terms, then let everybody know them. 









































sporting goods best . . . sporting goods dealers 


Here is what we found out: 
(Q)—What items in your store can be bought 
either on time payments or revolving charge 
accounts? 

(A)—Anything. 

(Q)—Anything? Doesn’t that cover a lot of low- 
priced items such as lines, lures, and shells? 
(A)—Those items are our best wedge for credit. 
(Q)—How’s that? 

(A)—Well, we draw the line on credit at about 
$15. Now, suppose a customer wants to buy $10 
or so worth of, say, shells and gun cleaning 
supplies. We casually mention that by adding a 
few more dollars worth of equipment, which we 
remind him he will buy in the near future any- 
way, he can qualify for a simple time payment 
plan. 

Instead of taking $10 or more out of pocket, 
this customer is made to realize that $5 or $6 
a month will let him have at once, many items 
he would put off buying almost indefinitely. 

We urge credit even if the customer doesn’t 
mention it. Why? There are many reasons. 
First, we carry our own credit paper. And it is 
good for a neat 10 percent profit on items up to 
$100. Profits are even higher on $100 to $300 
sales. Second, we’re certain to see the customer 
at least once a month when he comes in for pay- 
ments. That’s plus traffic, and plenty of it. 

Last, and I guess most important, we’re not in 
the discount business. Cash customers are con- 
ditioned, or so it seems anyway, to demand lower 
list prices for cash. With time payments, we 
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... give yourself volume 


seldom have a quarrel on price. Full mark up is 
darned important. 

(Q)—What are your terms for time payment? 
(A)—Well, 10 percent down buys anything in 
the store, except pistols and revolvers. We hold 
to 20 percent down on these exceptions. Why, is 
fairly obvious. Value on pistols drops consider- 
ably after the first shot is fired. We want to 
make certain that the customer has enough 
equity to stay interested. Time was when all 
firearms were sold on bigger-than-normal down 
payments. 

After the deposit, we give customers up to 24 
months to pay off the balance. Up to $100 we 
add in a 10 percent per year service charge as 
part of the payment. Over $100 the service 
charge figures out to 11 or 12 percent, depend- 
ing on the exact amount. 

Service charges are proportioned throughout 
monthly payments. And the amount (percent- 
age wise) of the charge is rarely questioned by 
customers. Frankly, I’ll bet we could raise the 
charge to 15 percent, and there would still be no 
questions asked. 

(Q)—Do most dealers use these terms, or some- 
thing similar? 

(A)—Pretty close to it. Many dealers use a one 
percent per month service charge on open bal- 
ances. And a lot of dealers have the bank take 
over their credit paper. That means the customer 
pays 10 percent down, then six percent service 
charge per year. Of course, this means dealers 
don’t tie up their capital with credit. But it also 
means they lose the advantage of profit on time 
sales, and the benefits of extra traffic. 

(Q)—Are layaway sales important? 


(A)—You bet. Every year around Christmas 
time, our layaway department starts to boom. 
I guess a lot of folks get money as Christmas 
presents. Anyway, they start coming in around 
the middle of January for this motor, that rifle 
or shotgun, or maybe a whole outfit for some 
sport. 

Comes May or June, they have the purchase 




















Feature low down payments instead of high retail 
prices if you want to increase traffic and volume in 
big-ticket items. 





Sell with credit 








(continued) 


all paid for. We have less than 1 percent of our 
layaway deals go sour. Customers almost never 
ask for a rebate on money paid into a layaway 
account. And if they do, we give it to them, and 
start talking up time payments instead. Of 
course, there is no service charge or fee for lay- 
aways. 

(Q)—Now the big question, aside from what you 
pocket on service charges, has credit been a big 
factor in increasing sales and profit? 
(A)—Big? It has made all the difference. I 
won’t tell you my figures. But roughly, in the 
post-war years from 1946 until today. I would 
say that time-pay and layaway sales have given 
us yearly increases of from 15 to 30 percent. Be- 
fore the war, we were strictly a cash-on-the- 
barrelhead operation. 

Any dealer who looks down his nose at credit 

is cutting off his nose to spite his face. He doesn’t 
have to be big enough to carry his own credit 
paper. The banks love this business. And more 
than one banker has said that forfeitures run 
amazingly low on sporting goods credit. 
(Q)—What is your average unit credit sale for 
the whole store? 
(A)—Hard to answer that. I would hazard a 
safe estimate at about $50 for a term of 8 to 
12 months. Now, that means we get $5 down, 
add a service charge of $5, and get the customer 
in the store at least 8 to 12 times a year. Of 
course, we like cash sales too. 

This time-payment fellow is becoming more 
important to us all of the time. He doesn’t argue 
prices. He usually buys the better quality goods. 
He doesn’t skimp on quantity if the purchase 
is shells or any multiple item. And he is a 
natural for a long list of tie-in items that a cash 
customer often only dreams of owning. 
(Q)—Do you do much time-payment advertis- 
ing? 

(A)—Don’t have to. Sportsmen talk to other 
sportsmen. Word-of-mouth advertising is re- 
sponsible for at least half of our new accounts. 
And I would say that about half of all our ac- 
counts get renewed at least once before they are 
paid off. 

(Q)—What do you mean, renewed? 

(A)—You know, revolving credit. 

(Q)—Would you explain your interpretation of 
revolving credit? 

(A)—After a customer has made a few pay- 
ments, say against a $100 note, we remind him 
that he can add other items to his balance that 
will bring it back up to the original amount. 









Customers like this because they do not have to 
wait. Their monthly payment stays the same. 
They don’t have to shell out any cash. 
(Q)—What happens when a customer wants to 
go above his original limit? 

(A)—You mean above $100? It all depends on 
how many payments he has made, and how able 
he is to make higher monthly payments. As a 
rules, a person who has been making his pay- 
ments regularly, and has a reasonable, steady in- 
come, can get a boost in his limit right away. 








PAYMENT TABLE 
If Unpaid Balance | We Add This You Pay 
___ Amounts to Service Charge Monthly* 

$1 5.00—$20.00 $1 .50-—$2.00 
i =_s| 

 40.01— 50.00 4.00— 5.00 
50.01— 60.00 | 5.00— 6.00 6.00 

— 60.01— 70.00 | 6.00— 7.00 
-70.0i— 85.00 7.00— 8.50 8.00 
- 85.01—100.00 8.50—10.00 9.00 
~ 100.0I—130.00 10.00—1 3.00 10.00 
~ $30.01—150.00 13.00—15.00 11.00 
~~ 150.01—170.00 15.00—18.00 12.00 
~ 170.01—200.00 18.00—2 1.00 14.00 
~ 200.01—240.00 22.00—26.00 16.00 
~~ 240.01—270.00 28.00—32.00 17.00 
 270.01—290.00 33.00—35.00 18.00 
~ 290.01—300.00 36.00 19.00 

* Last Payment May Vary. 











Here is a sample time payment schedule of 
a type used by large chain stores. It can 
guide you in determining your credit terms. 
It applies to all sporting goods except 
pistols and revolvers. 





(Q)—How do you explain the ready acceptance 
of credit by a majority of your customers? 

(A)—It’s the economy. People got over the 
notion that there is something disgraceful about 
being in debt. Used to be a man saved for years 
to afford a high priced gun. Now he figures to 
enjoy it while he pays for it. Businesses, like 
customers, who think that credit is unsafe or 
unsound are strictly in the minority. Getting 
rid of old fashioned ideas about credit is the 
biggest single reason for the growth of our 
economy, and my business. We’re selling big 
because we are thinking big. 
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But 


You can’t do business from an empty wagon, nor can you do much 
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what items are right for me? 





business from a wagon loaded with the wrong basic stocks. 
To sell right, you must buy right 








Keep your wagon full. But keep it full of 
tested basic stocks that have sure-fire demand. 

Whether you plan to stock $100 or $10,000 
worth of sporting goods, certain basic stocks 
in key lines guarantee the most sales. Knowing 
these lines, and their comparative sales impor- 
tance is your best guide to investing limited 
buying dollars. 

There are many geographical and seasonal 
considerations when it comes to sporting goods. 
Item popularity varies greatly in different cli- 
mates. 

Skin diving is a major sport in the south and 
west and other parts of the country where sun 
and water are abundant. 

Ice fishing is a big sport in northern latitudes. 

The East Coast is boat crazy. 

Each dealer’s basic stock list will vary some- 
what on account of location. But most sports 
strike broad general sales averages which apply 
in most areas. Dollar sales of major lines were 
totaled and average in a recent HARDWARE AGE 
survey. Based on the averages, here is how a 


dealer would go about investing $10,000 in a 
sporting goods wing of his store. 

What’s in it for you? 

Maybe you are planning to add a sporting 
goods counter, department, or wing. Maybe you 
are in doubt about the right basic lines, and how 
many dollars should go to each. When you follow 
the pattern set up on the next pages, you are on 
the right course. 

Naturally, you must allow for factors of a 
purely local nature. If the skin diving rage is 
strong in your town, you must expand this 
section, and, accordingly, trim some other less- 
important line. 

No matter what lines you lay in, you will make 
errors. No buyer can use a basic stock list and 
hit the nail on the head every time. But this list 
can minimize your risks by starting you in 
tried and proven ways. 

How to use it? 

Sharpen your pencil. Write down how many 
dollars you have to spend. Then list the lines on 
the following pages. Put a star next to lines 


The right stocks 








(continued ) 


which are truly exceptional in your area. 

Then break down your total dollar figure by 
using the percentages shown for each category. 
They are, within fractions, of national sales 
averages for hardware stores. For instance, fish- 
ing goods (tackle, rods, baits, and sundries) 
show as 18 percent of total dealer sales in dol- 
lars. This means that of every $100 sold in 
sporting goods, $18 will go for fishing needs. 
This equals $90 of every $500, $180 of every 
$1000, or $1800 of every $10,000 at retail. Make 
a dollar breakdown for every line. Remember 
that any line can vary greatly because of local 
climate conditions. 

What about profit? 

Some lines that are relatively minor to the 
big ones, hunting and fishing, may show higher 
margins of profit. But consider turnover. Would 
you rather have big profit lines selling slowly, 


or slightly less profitable lines turning over 
quickly? Quick turnover will always more than 
account for fat margins in slow selling lines. 

What will the profit be? 

You will range from a margin of profit of 
25 percent in guns and ammunition to 33-40 
percent margins of profit in fishing rods, and 
tackle. Lines like archery and skin diving may 
return higher margins. In general, you should 
average one-third or more margin of profit for 
the entire department on fairly complete assort- 
ments. 

But many sporting lines are big ticket items. 
That means credit sales, and another source of 
profit if you carry your own credit paper. Also, 
the turnover rate for sporting goods averages 
2% to 3 times a year. This higher rate of turn 
(national average turnover for hardware stores, 
1955, was 2.15 times) also means more profit. 





How to buy basic stocks 


Here's how these basic sporting goods lines fared in hardware stores in 1955. From these averages, 
plus local climate considerations and current fads, you can compile your own lists to keep your 
wagon full of the right assortments. Percent figures show comparative sales value of lines sold in 
hardware stores in 1955. Dollar figures show how much money you would put in each line if you 


had $10,000 to invest in sporting goods: 


40%, 
$4000 
SHOOTING 

Rifles: lever, bolt, pump action. .22, .222, .243, 
.270, .300, .308, .30-30, .32, .35, .858 calibre 
plus CO. powered .22 calibre and selected 
foreign models. 

Shotguns: hand-load, pump, bolt action in 
12, 16, 20, 28, 410 gage. 

Combination: over-and-under .22 calibre and 
410 gage. 

Sundries: rifle scopes, gun bags, ammunition, 
racks, gun cases, boots, clothing, traps, 
decoys, birdcalls, targets, knives, cleaning 
kits. 


Ise, 

$1800 

FISHING 
Rods—fiber glass, bamboo, metal. 
Rods—bait casting, 4 to 6% ft. long, with 3 


piece extensions to 16 ft. 

Rods—spinning, 6-74 ft. long. 

Rods—fly, 2-3 piece, 744-9 ft. long. 

Rods—surf, 2 piece, 7-9 ft. long. 

Rods—trolling, 1 piece, 5-7 ft. long. 

Reels—fresh water regular, hold 100-300 yds. 
of 10-15 pd. line. 

Reels—fresh water spinning, hold 100-300 
yds. of 10-15 pd. line. 

Reels—salt water regular, hold 100-350 yds. 
of 9 thread, or 225-700 yds. monofilament 
line. 

Reels—salt water spinning, hold 200-400 yds. 
of 10-15 pd. line. 

Line—linen, silk, nylon, monofilament. 

Tools—knives, scaler, scale, griper. 

Baits—preserved; rubber, metal, wood, plas- 
tic, fibre lures, spoons, and flies. Hundreds 
of types for fresh and salt water fishing. 

Sundries—bait buckets, nets, traps, baskets, 
spears, hooks, swivels, leaders, sinkers, 
floats, boots, parkas, tackle boxes, fly trays, 
knives. 
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4.5%, 
$450 
BICYCLES 
24, 26 in. models—girls’ and boys’. 
Balloon tire, lightweight, and middleweight 
models. 
13, 16 in. trainer and youth bikes. 
Accessories unlimited—principal ones: spare 
tires and parts, lights, horns, speedometers, 
and decorative pieces. 


4"/o 
$400 
BOATING 


Outboard motors—2 to 30 horsepower, hand 
or electric starting from $100 to $500. 

Boats—8 ft. pram, 11 ft. racers; 12 ft., 14 ft., 
16 ft., 17 ft. runabouts; and 22 ft. cabin 
cruisers are most popular moderately 
priced lines. A 35-horsepower inboard 
motor 16 ft. runabout lists around $2000. 
More costly inboards are a specialty line. 

Accessories—fiags, horns, bells, hardware, 
lights, life jackets, food and beverage kits. 


3.9Fe 

$350 

BASEBALL, SOFTBALL 
Balls, bats, bases. 
Gloves: fielders’, basemen’s, catchers’. 
Catcher’s equipment. 
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Shoes. uniforms, socks, sweatshirts. 


2.5%, 
$250 
SKATING 


Roller—Rink, street skates. 

Sundries: toe stops, wheels, keys, straps, 
skate cases. Skirts, stockings. 

Ice—Speed, figure skates. 

Sundries: blade protectors, laces, skate cases. 
Suits, stockings. 





What’s the hardware market for sporting 
goods? 


Hardware store sporting goods sales in 
1955 averaged $6000-$7000 with a margin 
of profit of from 25 to 40 percent. Total 
sporting goods’ sales in hardware stores 
crested $200,000,000. Hardware stores that 
merchandise sporting goods attribute an 
average of 10 percent of total volume to 
these lines. Between 70 to 80 percent of all 
hardware dealers offer at least a limited 
selection of sporting goods. 




















2"/o 
$200 
CAMPING 


Sundries—Stoves, tables, chairs. 


bedding, 
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food and ice chests and bottles, fuel, lan- 
terns, flashlights and batteries, sleeping 
bags, utensils, tents, canteens, traps, tar- 
paulins. 


1.5%, 
$150 
FOOTBALL 


Balls, uniforms, socks, guards, helmets, shoes, 
pads, sweatsuits. 


Io 
$100 
BASKETBALL 


Balls—rubber covered nylon, leather. 
Sundries—Uniforms, sneakers, guards, sup- 
porters, 18 in. goals with net, stop watches. 


1% 
$100 
GOLF 

Clubs, bags—Matched sets: 8-12 piece woods 
and irons. 

Sets of 3-4 woods, sets of 5-8 irons. Vinyl, 
leather, nylon, fibre bags. Open stock selec- 
tion, woods and irons. (Right and left 
hand.) 

Sundries—Golf cart, gloves, shoes, cleats, 
tees, hoods, balls, clothing. 


Above equipment represents $7800 of your 
sporting goods investment. Each of those lines 
account for 1 percent or more of total hardware 
store sales each. The lines listed below make 
up the balance of $2200 or 22 percent of total. 


Air rifles, pistols 
Archery 
Badminton 
Billiards 
Bowling 
Boxing 
Croquet 
Darts 
Handball 
Hockey 
Horseshoes 
Lacrosse 
Shuffleboard 
Skin diving 
Skiing 
Swimming 
Soccer 
Table tennis 
Tennis 
Track 
Trampoline 
Volley ball 
Weightlifting 
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What the Law Says 
When a Customer Fires 
a Gun in Your Store 


What is your liability when a 
customer accidentally discharges a 
loaded gun in your store? 

In a hardware store in Nebraska 
a man inspecting the operating 
mechanism of a gun accidentally 
fired the weapon causing injury tc 
another store visitor The injured 
man sued the store owner, claiming 
that he was liable for the damages. 

The visitor inspecting the gun 
placed loaded shells in it and then 
pumped it to ascertain whether the 
shells would be ejected. This was 
done while the store owner looked 
on. 


Low court reversed 

The court decided that the store 
owner was not responsible for the 
accident. The injured man appealed 
to the Supreme Court of Nebraska, 
that court holding the hardware 
dealer liable for the visitor’s in- 
juries. 

In its decision the Supreme Court 
compared the incident with a simi- 
lar one occurring a few years pre- 
viously in Texas. The Texas court 
said: 

“Should it be assumed that the 
firing of the gun was necessarily 
caused by either some mechanical 
defect in the gun or some inaccu- 
rate manipulation of the gun, still, 
we think, it was a proper matter 
for the jury to determine whether 
the store owner, in the exercise of 
ordinary care, ought reasonably to 
have anticipated the intervention 
of either or both of such facts and 
foreseen that such an accident or a 
similar one would likely result from 
his permission to a purchaser to 
manipulate the gun with loaded 


2) “shells.” 


To this the court added a state- 
ent of the Minnesota Supreme 


» Court: 


. 3 Sm“Firearms are recognized as 
cert 


such dangerous instrumentalities 
that where a person has a gun in 
his hands and it is discharged, even 
accidentally and unintionally, he is 
held liable for the injuries caused 
thereby unless he shows that he 
took all reasonable precautions to 
guard against accidents and that 
the discharge of the weapon did not 
result from any careless act on his 
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A baker’s dozen 


| 3 space saving and display ideas 





/ 


Short on space? Some half-inch pipe attached to an over- A 
head beam gave this dealer ample display area for 16 
models of rifles and shotguns. 





Need room for reels? Aluminum tubes & 
and clamps set vertically on counter 
gave this bonus display area. 






This dealer's need for more room was 
solved when he mounted 14 ft. canoe 
on supporting pillars. 


ye, 


Selling ideas 





(continued ) 


Two ideas for more trafttic. Real, stuffed animals 
are probably available through cooperating 
natural history museums or local taxidermist. 
"Big Buck"’ contest will interest all hunters. 


Children and theft a problem in firearms? Mount firearms high, and anchor them 
with rubber-covered steel wire, as this dealer did. Note sign urging credit. 





Plywood encased piil- 
lars show complete se- 
lection of lures. Easily 


300-400 can be dis- 
played this way. Easy 


“3 sal J 
+: FOR YOU . to handle too. 


umm “UU > 
=~'32153083>, ei i 


Another pillar is put to best advantage. A 
More than 30 assorted rods, plus baskets 

and sundries are shown in normally wasted 
display space. 


Let ‘em try it, is this dealer's motto. Large out- 

board motor is mounted in water-filled drum, 

ready for action. Display draws plenty of 

trattic. | 
A 25 ft. target range carved out of the ground is 
this dealer's sure fire traffic maker. "Try before 
you buy,” is the slogan. Sound-deadening tile 
holds noise in. 

, 


» 
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Notched 1x2 in. pine strips mounted 
on overhead beam hold 50 rods in 
sight but out of the way. Another 
sample of ways to make the most of 
available space. 




















Start ‘em young the safe way. Take an interest 
in youngsters and volume will grow, this dealer 
says. A new generation of teen-age hunters is 
on the way. b> 


Wire, woven like fencing, ¥ 
holds several hundreds of 
spoons, plugs, /ures. 
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Who is a sporting goods salesman 


This kind of selling takes special experience and a special 
kind of personality to appeal to a trade that 
wants plenty of advice and demonstration with purchases 


How would you write the advertisement? 


“Wanted, man to sell sporting goods in hard- 
ware store. Must know guns and fishing.” 
or, 

“Sportsman wanted. If you like hunting and 
fishing, and if you would like dealing with others 
who do, stop in at Jones’ Hardware for a chat.” 

+ BR 

“We’re stuck. We have looked all over town 
for a man who knows his guns and lures, and 
would like to try his hand at inside selling. Jones 
Hardware is famous for its big, well stocked 
sporting goods department. But it isn’t worth a 
whit without a good man who is a sportsman 
first and a salesman second. If you think you'd 
like dealing with other sportsmen, give us a call.” 


You might read any of these sample ads in 
your daily paper. Which one got the man? 

The first asked for a salesman. The second 
asked for a sportsman. The last, the one that 
got a dozen replies, appealed to most because 
it put the sporting goods salesman in his rightful 
place. 

Having the right stocks in “a big, well- 
stocked” store can’t be disregarded. But having 
the right man is more than half the sales battle 
won. 

A good sporting goods salesman is an unusual 
man. He is a combination professor, confessor, 
and philosopher. He may smoke a pipe. He has 
the kind of face that novelists often call “warm’”’ 
and “human.” He knows a multiude of things 
about humans, products, and nature. 

Whereas most hard-goods salesmen can succeed 
by knowing their merchandise and being cour- 
teous, the sporting goods salesman is expected 
to know more and do more. 
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He listens to and tells stories. 
to customers and whole families. His word and 
advice are law. He is respected by his customers 
for his profound knowledge of nature, first, and 
products, second. 

How do you go about finding such a man? 

He is everywhere. But he can be hard to ferret 
out. He is not by nature what we think of as 
a salesman. The word, salesman, conjurs up a 
picture of a _ fast-working, quick-talking go- 
getter. A sportsman is likely to be less hurried, 
reflective, and soft-spoken. And he is not likely 
to be looking for a job as a salesman. 

How does he come by such qualities? 

Perhaps it is because of his regular com- 
munion with nature. Qualities of the hunter and 
fisherman are patience, judgment, coordination, 


He is a friend 


: 





Who is a salesman? 





(continued ) 





Which man sells sporting goods?* 











planning, and a deep knowledge of equipment 
and quarry. A really successful sportsman must 
have these qualities or he couldn’t succeed. 

When you transplant this man to your selling 
floor, you gain assets that no amount of training 
can give. This man has all of the qualities which 
appeal to customers for sporting goods. For 
these qualities are their own. He is one of “their 
kind.” If he can be taught the mechanics of 
check writing, credit selling, stock handling, 
and other business routine, he can do more for 
your sporting goods’ volume than a whole battery 
of ordinary clerks. 

The need for a special kind of salesman is a 
reflection of the kind of customers that sporting 
goods’ buyers are. 

What is a sporting goods buyer? 

There are more than 50,000,000 hunters, fisher- 
men, bowlers, skin divers, skiers, ball players, 
archers, and other sportsmen now regularly 
plying their sports. That’s well over 100 sports- 
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men for every hardware dealer in America. 

Most of them make at least one major pur- 
chase a year. A major purchase may be a $200 
rifle, a $25 bowling ball, or a $15 fishing rod. 
Besides this, each buys innumerable small ac- 
cessories each year. Ammunition, bowling shoes 
or socks, and fishing lures generally outsell the 
parent item they are bought to be used with. For 
example, there is much more dollar volume done 
yearly in ammunition than in firearms. Ammuni- 
tion sales in hardware stores last year topped 
$33,000,000 while firearms sales were $22,000,- 
000. 


Because sporting goods buyers are truly repeat 
buyers, the need for better than average sales- 
help is urgent. Repeat business more often than 
not exceeds the amount of original purchase. But 
to keep them coming back requires a high caliber 
of selling help ... truly salesmen, as opposed to 
sales-clerks. 

Each call for shells, fishhooks, or golf balls 
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brings inquiries for advice on how to use equip- 
ment and improve skill. Stores that give freely 
of in-use advice build up clientele steadily. And 
it takes a sportsman to give accurate tips on use 
of sporting products. 

Good salesmen have large followings. Like a 
good barber, customers will wait in line for his 
personal service. 

Who sells your sporting goods? Is it a man 
or woman who has never fired a gun, or dropped 
a Royal Coachman on a quiet brook? Does your 
skin-diving salesman know how to swim? Does 
your boat and motor specialist know how much 
horsepower it takes to push a 14 ft runabout? 
Are you losing sales because you trust this 


Did you know that: 


In most states only one hunter in seven 
bags a deer on a deer hunting trip? 


Average sporting goods turnover is 24% 
to 3 times yearly, as compared to the 
national hardware average of just 2.15 
times? 


The best selling seasons for a sporting 
goods department in most of the country 
are Christmas, late April, early May, and 
mid-September? 


Hunting and fishing licenses alone cost 
$89 million in 1956? 


The largest selling sporting item in hard- 
ware stores is ammunition? Total yearly 
dealer sales exceed $33,000,000. 


Well over 3 million regular fishermen are 
under 18 years of age? 





highly technical merchandise to salesmen who 
would be better off selling garden gloves or pop- 
up toasters? 

Sporting goods deserve a long second look. 
Margins of profit run moderate to high. The 
turnover rate is higher than most similarly 
priced hardware lines. And sporting goods build 
traffic for the rest of your store. Unit sales are 
high because there is a big tie-in sales factor, 
and many high priced items keep the average 
unit sale up. Repeat or add-on sales run ab- 
normally high. 

But these benefits are yours only if you main- 


Who is a sporting goods salesman? 


A listener. Tall tales of the ones that got 
away, and wild adventure come the salesman’s 
way every day. Patience, understanding, and 
enthusiasm generated warmly make a friend 
of every customer with a yarn to tell. 

An advisor. The sportsman who lost his game 
or didn’t get his share will want to know why. 
Why did the equipment fail? Was the bait 
wrong? Was the shotgun choke too full, or 
not full enough? This customer will hang on 
your every word, because he expects you to 
have all the answers. 


A demonstrator. Merely knowing about your 
products is not enough. If you can’t whip a 
fiy rod, wind a reel, mount a scope, or take 
down a gun, you’ll lose needed confidence be- 
tween salesman and customer. Keep them 
coming back with demonstrations. 


A friend to kids. More and more youths in 
their early teens are getting guns, fishing 
rods, and sporting gifts from parents eager 
to see their children healthy. Salesmen that 
make friends with youngsters are banking 
future sales insurance. Safety hints and basic 
know-how are part of every sale. 


A friend of the family. Sporting activity is 
largely family fun. It often involves camp- 
ing and vacation trips. Whole families will 
descend on you at once. You will have to 
assure mothers and dads that you will teach 
the kids safety rules for fishhooks, guns, and 
motors. You’ll have to show dad how to work 
tents, stoves, and bedding. You’ll be a con- 
fidant to the whole family. 


A patient man. A customer trying rods and 
reels, a hunter toying with guns, or small fry 
with just a few dollars to spend can exasperate 
a lesser salesman. Sportsman are more finicky 
about their equipment than a woman buying 
shoes. But patience pays off in more sales, 
bigger sales, and later repeat sales. 


A sportsman himself. The best insurance for 
sales is to hire a sportsman. He has all of the 
best qualifications ingrained. No training can 
duplicate his judgment and other sporting 
qualities. And these qualities tell when the 
salesman is called on for advice. He’s “doing 
what comes naturally,” and that’s a big asset 
in any business. 


tain consistently well balanced stocks and have 
a salesman who is a sportsman, at least at heart. 
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You sell more 


The size of your market sets the pace for how you buy 


and promote. Government supplied figures help you determine 


just how big your market is 


The sporting goods market varies from town 
to farm, and from border to border. 

A recent survey on hunting and fishing habits 
by the U. S. Dept. of the Interior brought many 
facts to light. They can form the basis for your 
promotional effort and basic stock assortments. 

While hunting and fishing are not the whole 
sporting goods market, by any means, they are 
the leading income-producing groups. 

This survey showed: 

(1.) Total market at $3 billion a year for all 
expenditures. 

(2.) Importance of cities, versus towns and 
farms. 

(3.) Importance of men and women as pur- 
chasers. 


HUNTING 


Here are your hunters. Percent- 
ages show what part of total pop- 
ulation hunts. 


(4.) Importance of various age groups. 

(5.) Importance of geographic location. 

What should you do with this information? 

(A.)—Check sales appeal of hunting and fish- 
ing lines, based upon population ratios. If your 
store is in an area like the south-Atlantic states, 
fishing customers outnumber hunters, two to 
one. Are your assortments in tune with apparent 
demand? 

(B.)—Check age groupings. Figures in the 
survey show that there are more than 6 million 
hunters and fishermen in the 45-64 year age 
bracket. This is more than twice the number 
in the 18-24 bracket. Do your signs, displays, 
and advertising appeal to folks in middle age? 

(C)—Don’t forget the ladies. These figures 


FISHING 


Here are your fishermen. Percent- 
ages show what part of total pop- 
ulation fishes. 
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WEST NORT 


WEST SOUTH CENTRAL 


EAS! SOUTH CENTRAL 


...when you know your market 


What is the market for major sports? 


Here are up-to-date figures supplied by the U. S. 
Dept. of Interior. They are your guide to sales 


{In thousands. Percentages are percentages of totals in column 1} 


' 


Column 1 Column 2 | Column 3 Column 4 Column 5 | Column6 (| Column? 


Total persons | Persons who | Total persons 
Total who fished fished Persons who who fished 


| | Total persons 
Grouping number of and/or hunted and hunted fished only (col. 3 plus | 


who hunted 
(col. 3 plus 
col. 6) 


Persons who 


hunted only 
persons 12 


’ 
, and over | - iL ee ews as 
in U. S. | 
Per- Num- Per- 
cent ber 





| Per- Num- Per- Num- | Per- 
cent ber | cent 


| 
Unirep States Totat. | 118,366 24,917 AL 1 | 20, 813 


CENSUS GEOGRAPHIC SECTIONS: | | 
New England. .. ne , ois 1, 224 
Middle Atlantic . “Ay atte ae . | 3,830 | 
East North Central . . 4 ei >. | §&, 489 
West North Central . . , | 2,913 | 
South Atlantic .. . ; a oi , 336 | 3,223 
Kast South Central 
West South Central . 

Mountain S 
. Se 13. 570 | 


— 
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POPULATION-DENSITY GROUPINGS: 
Big cities iekeaet 6 24 ee 
Small cities, and suburbs . | 
Towns. : 
Rural areas 


aad 


goes 
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| 





ADULTS 08 AND OVER) BY SEX: 


Women 














at nd 


‘Su5esR 32 


AGE GROUPS: 
12-17 years 
18-24 years 
25-34 years 
35-44 years 
45-64 years er Le ae eT 
65 years and eb. ok > +» Ce. 12, 917 | 
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show 16.3 million male hunters and fishermen, 
as compared to 4.8 million females. While this 
is nearly a four to one ratio, it means that a 
sizable chunk (25%) of your total volume 
should be in women’s sizes and designs. Do you 
stock these sizes and designs in fair proportion? 
Do your ads, displays, and salesmen appeal to 
women customers? Or do you lose these sales 
because you haven’t counted on women’s trade 
as being important? 

Government charts show the west-north-cen- 
tral and mountain states as being the hunting 
and fishing population leaders. But their leads 
over other areas are not big. Other areas follow 
closely. In general, the trend is for more hunt- 
ing and fishing persons per capita in rural areas 
and small towns. Conversely, cities and larger 
towns lead in sales of other types of athletic 
equipment and items for participation sports. 

Charts following break down hunting and fish- 
ing population by geographic, population density, 
sex, and age groups. 

Study them to see how your stock selections 
fit into the picture. For instance, chart shows 


that 21 percent of population fish, while 16 per- 
cent hunts in rural areas. If your stock ratio is 
not in agreement with these proportions, you 
may have a clue to ways to readjust inventories 
for more turnover. But remember, these are 
not dollar figures. They show population ratios. 
This can be your best guide to sales. 





Did you know that: 

Fishing has increased in all age groups 
by more than 17 percent in the last five 
years? 


Michigan, New York, Pennsylvania, Ohio 
and Indiana lead all other states (in that 
order) in hunting licenses issued, 1955-56? 


Skin diving equipment outsells skiing 
goods in hardware stores by a margin of 
more than 3 to 1? 


Here are the statistics on how those who hunt or fish break up .. . 





BY POPULATION DENSITY 
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Test yourself with this sporting goods knowledge quiz 


Try this quiz on your salesmen. These typical customer 


questions are asked every day. Cover answers below until you are finished with the quiz 


. What are the best selling gages in shot- 
guns? 

. Which gage throws most pellets? 

. What is calibre? 

. What are the five modes of fishing that re- 
quire different equipment? 

. What are principal materials used in rods? 

. What kinds of fishing line are there? 

. Name three of the more than 2000 patterns 
of flies. 

. How many types of spinning rods are 
there? 

. How many types of fly casting rods are 
there? 

. How many types of salt water rods are 
there? 

. What does it cost to restring a racket with 
gut or nylon? 

. How many cylinders has a 2 horsepower 
outboard motor? 

. What are standard boxing glove weights? 

. What are most popular bow sizes and draw 
pressures? 

- How much faster can you travel with 
swimming fins? 

. What are most popular boat hulls? 

. What power outboard engines sell best? 

. What are bows made of? 

. Which of these would you use shotgun? 
Birds on wing, small game at close range, 


skeet and trap, big game, small game at 
long range. 

. Full choke on shotgun is used for near or 
far targets? 

. How many yards away is a full choke 
effective? 

. Would you sell a scope for a shotgun? 

. How many clubs are considered minimum 
for golf? 

. What is regulation weight for basketball? 

. Game fishing with bow and arrow is legal 
in some states. Is this true, false? 


Score your staff: 28-25 right, excellent; 17-23 good; 
12-17 fair; below 12 should be a danger signal. 
Answers: (1) 10, 12, 16, 20, 28, 410 gage. (2) 10 
gage. (3) Hundredths of an inch. (4) Fly casting, 
spin casting, surf casting, salt water fishing, bait 
casting. (5) Split bamboo, metal, fibre glass. (6) 
Linen, silk, nylon, monofilament. (7) Royal Coach- 
man, Cahill, Gordon Quill. (8) Three; fresh, salt, 
surf. (9) Two; trout, and bass and pan fish. (10) 
Four; boat, boat casting, deep sea, trolling. (11) 
$8-$15. (12) One. (13) 6, 8, 12 ounces. (14) From 
55-67 in. with 20-35 pound pull (archery), 45-65 
pound pull (hunting). (15) About 30 percent. (16) 
Flat (cheapest), V-bottom, round (most expensive). 
(17) 4 to 15 horsepower for fishing. (18) Hickory, 
lemonwood, fiber glass, wood and plastic, steel. (19) 
First three. (20) Far. (21) 25-55 yards. (22) No, 
you point a shotgun. (23) Five, three irons, wood, 
putter. (24) 20-22 ounces. (25) True, number grow- 
ing. 





Shooter’s cross-word puzzle 


ACROSS DOWN 








6. 


10. 
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. A person 


Rear of rifle stock. 
When you open and close 
the action you it. 
On official N. R. A. tar- 
gets the “ten” ring is 
next to this ring. 


. When your target is due 


South with the wind com- 
ing from the West, you 
would move the muzzle 
slightly toward the 
(abbreviation). 


. You use this to aim a 


rifle. 


. Opposite of a “dummy” 


round of ammunition is 
called a round, 


. Target shooters call the 


circle in the center of a 
target the ring. 

who is just 
learning to shoot is often 
called a 





Z. 


2. 


. Watch 


Always keep this open— 
except when shooting. 

When your shots are 
going low, move the rear 
sight 





. Ring next to the center 


of a target. 


. A good rifle shot always 


squeezes the 





. Abbreviation for North 


East. 


. Indefinite article. 
. Guns are put through a 


safety and accuracy 
before they leave the 
factory. 


. You do this in one of the 


four shooting positions. 


out for poison 
when hunting in 
the woods and fields. 










































































Rentals boost your profits 


Many customers want to try before they buy. 
Hunters and marksmen would often buy another 
zun if they had an opportunity to test one first. 
Folks going on holidays and vacations want sport- 
ing goods to take along; but balk at buying 
higher priced items. 

Just how big a rental market for sporting goods 
exists is not known. In making surveys for this 
Guide, the editors could not uncover a single 
sporting goods outlet which had a rental pro- 
gram. And yet, many of the dealers interviewed 
said they thought it would be a good idea to rent 


eG Oa Sin oe awd Cewek be eu $ 2.50 
Bicycles—26 in. racing ...........sscscecs 3.50 
Bicycles—16 in. trainer .............ccee0: 1.50 
er I ig ees se eae wine 1.50 
i i oe eee ee 2.50 
IN eg ia cs ok be chd cu awad bouts 1.00 
PN i ee De whwes .50 
ee ee I eh cc aéicecobbbaeseabace 3.50 
We SE donacdhiwikaes téac oboe deeees 50 
ee I eG rink e . Misc cad eesvabaueeneas .75 
Se I hints 44-5 bd nc e'ccs on ckehicetacwdes es 1.00 
EE 5 has a 0s cece) cows 1.00 
ee Se CS has cos coeeunssaeewes 50 
NN a os vce eieud wbkee tac eeikes 1.00 
Baseball gloves (softball) ................ .75 
DOO GH SOURED) ook ose vt cbnccndene 50 
Rifles—.218, .222 caliber varmint .......... 6.00 
SIRs Signs era eR Tyg 7.50 
Rifles—.243, .270, .300, .30-06, .308, .358, 
SE sical d ta pn 6:46:60 6 ebb 6 RI 7.00 
SE EAI Pet ts ee <<. Sa 
Rifles—.30-30, .82 caliber .................. 5.00 
Dv inc be whine kn boa aeons 6.50 
Rifles—.22 caliber single shot ............. 1.00 


Rifles—.22 caliber repeater ................ 2.50 


sporting goods. Not only, they said, for the 
rental profit alone, but for the many accessories 
that would tie in with the rental. 

In other rental businesses, the general rule of 
thumb for how much to charge is 10-20 percent 
of the new cost price of the item. This varies up 
and down, depending on the sturdiness and dura- 
bility of the item. 

With these things in mind, here is your HARD- 
WARE AGE chart of suggested rental prices (for 
24 hours) for sporting lines most likely to be in 
demand: 


Rifles—.22 caliber repeater, scope ......... 3.50 
Shotguns—single barrel ............0e+08- 2.00 
Shotguns—6-shot bolt action .............. 3.00 
Shotguns—double barrel .........cceeeeees 4.00 
Shotguns—6 shot pump action ............. 5.50 
IE ES ein t occas wees cccéusedueee te 1.50 
IE ods ks Kida seeenes On vanes tes 3.00 
Fishing reels (assorted types) ............. .75 
Fishing rods (assorted types) ............. .75 
Outboard engines—2 horsepower .......... 7.00 

4-6 horsepower ......... 12.00 

6-8 horsepower ......... 13.00 

8-12 horsepower ........ 15.00 

—f 2. Perr r ri 25.00 
I DE aia bec 'ckGs tddaveec cen bke evi 10.00 
A ME oo on ce ts oc dde teesee cevikbensaeoes 1.00 
TE ici. ooo ews bo a ehhh a eaeeS Ee 50 
Se SE bce ccse snes eseukeanesenan 2.00 
NE TE inn coh bs a oc ckews en tobes's acess 2.00 
net SHURE: GUBMIOMS 6c ccceccccorccceevvess 50 
CARS PUORIIONED onde cc ccewrevccsencccveves 50 


If rental is for a weekend or longer, a sliding 
scale for lower daily cost should be put into ef- 
fect. For example, a $1.50 a day gun might be 
$1.25 a day for 3 days, or $1.00 a day for a week. 
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BRIDGEPORT REGU 5 oat OFF CONN. 


TODAY’S FASTEST - SELLING 
AUTOLOADING SHOTGUN NOW 
IN ALL 3 POPULAR GAUGES 


Remington announces new 


“Rest 58”’ in 16 and 20 as well as 12 gauge— 
all with ‘Quick Change”’ barrels for extra sales 






















The new Remington autoloading shotgun that proved the 
biggest firearms sales sensation of the year is now headed for 


even wider success. Remington has just announced availability 
Phenomenal success of new for delivery of the “‘Sportsman-58”’ in 16 and 20 gauges, with 
Remington “Sportsman-58” all the features that have made it the nation’s number-one 


“3 <i . seller in 12 gauge. 
due to “Power-Matic” action This opens up a big new market for you, since the Rem- 
ington ‘‘Sportsman-58”’ is the only gas-operated autoloading 


Pe One of the biggest sales points you can shotgun in all three popular gauges! 


make for an autoloading shotgun is de- 


pendability. And the combination of And, as a further sales plus, all three gauges have the Rem- 
Remtadnen “Powes-Mashe”™ asties end ington *‘Quick-Change”’ barrel feature that gives you extra 
iach toh enue tan dim profits through sales of extra barrels. All Remington “Sports- 
“Seortemen-S8” tives you an caciusive man-58”’ barrels, of whatever length, style or boring, are 
dependability etery. ' instantly interchangeable within each gauge for different 


kinds of hunting. 
> ‘‘Power-Matic’’ action softens recoil 


a mer . Check all these exclusive features: 
without compromising balance, weight — 





or power @ Only the Remington “Sportsman-58”’ offers “‘Power-Matic”’ 
P action that reduces both weight and recoil without compromising 
. ee balance. 
> ‘‘Dial-A-Matic’’ load control in com- 


bination with *‘Power-Matic”’ action puts e Only the Remington “Sportsman-58” offers ‘“‘Dial-A-Matic”’ 





at the shooter’s fingertips an exact ad- load control—for utmost dependability with any of the wide 
‘ justment for optimum performance with variety of today’s shotgun shells—from field and target loads to 

every one of the big selection of loads standard-length Magnums. 

available today—so the ‘‘Sportsman-58"’ e Only the Remington “Sportsman-58”’ has such perfect fit and 

functions more dependably. balance for fast, natural pointing. Ask the man who shoots one! 
Mak ' = » ieee aff e Only the Remington “‘Sportsman-58”’ is so fast-loading—3 shells 
Make sure your customers Snow & in 3 seconds. . . or has handsome new Remington wood and meial 

these facts on dependability—verified by finishes plus beautifully inscribed receiver ... at no extra cost. 

shooters and hunters all over the United ‘ “a 

States. It’s a sure way to sell even more The new Remington “‘Sportsman-58”’ truly sells itself. And 

**Sportsmar Power-Matic’’ are Reg. U. 8S. Pat. Off. by 











"er 
Remington Arms Company, Inc., Bridgeport 2, Conn. ( We are an industry sponsor fo 
i & 


*Price subject to change without notice. Advanced Course ifl \\ 
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Republic’s new color-coded chain products give you a 
double assist in cutting costs and increasing profits. 
Here’s how: 

First, through use of the standard industry colors, 
green, red, blue and orange, you can identify Republic 
Proof Coil, BBB, High Test, and Alloy Chain ata glance. 
Gone are the problems of stock mix-ups. Gone are de- 
lays in locating the type required. You sell chain with 
complete assurance of giving your customer the type 
he wants. His confidence in you is reinforced because 
he can see for himself that his order is correctly filled. 

Second, the new color-coding system enables you to 
serve your customers faster and more accurately than 
ever before. Pressure-sensitive colored tape is applied 
to chain links at 10-foot intervals, to the nearest link. 
This means you can count off five and ten foot lengths 


machINe BOLTS 


Lic Sven 


MACHINE BOLTS 


COLOR-CODING AIDS FASTENER IDENTIFICATION under Republic's 
new packaging and labeling system. Each label bears a drawing of 
the type of fastener the package contains. Undersize body units 
(rolled threads) have a drawing on a red field. Full-size bodies (cut 
threads) have a drawing on a black field. Even the smallest label 
can be read from ten feet away. System makes stocking and cus- 
tomer-servicing easy. 


SIrEEL 


ant Steele -Froduca 





ow. Republic 
| color-coded chain 


helps you simplify stocking, speed service 












almost instantly, without awkward measuring. And 
color markings are easily removed, if necessary, when 
your customer puts the chain in service. 

Positive identification is provided even for the color- 
blind. Each colored tape is imprinted with Republic's 
name and the chain type it represents. Chance for error 
is virtually eliminated. 

Color-coding is simply another good reason why it 
will pay you to stock and sell Republic Chain Products. 
Republic’s complete line includes types for every pur- 
pose in all popular materials, along with a full array of 
fittings and accessories. All are backed by Republic’s 
outstanding reputation for quality and dependability. 

Check your stock today and order the chain you need 
from your Republic distributor. Or mail the coupon for 
further information. 





EASY-TO-READ YELLOW MARKINGS EVERY FIVE FEET help speed 
identification and handling of Republic FE (Flexible Polyethylene 
Plastic Pipe). Each marking shows pipe size, safe working-pressure 
limitation in pounds per square inch for cold fluids, and Republic's 
name with the type designation ‘FE’. Republic also offers a com- 
plete line of easily applied nylon or impact styrene insert-type 
fittings and stainless steel clamps. Send coupon for data. 


REPUBLIC STEEL CORPORATION 
Dept. C-3312 
3154 East 45th Street, Cleveland 27, Ohio 


Please send me further information on: 
Chain [ Fastener [ Flexible 
Products Products Plastic Pipe 


| 
| 
| 
| 
| 
| 
| 
| Name Title 
| 
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SCREW COMPANY 


STATESVILLE = NORTH CAROLINA 





Weorehouses: NEW YORK . CHICAGO * 
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4 REASONS 
WHY 





Soul 


SCREWS 
MEAN PROFIT 


High Quality: Southern Fasteners 
are made of finest materials to 
Federal Specifications. They bring 
customers back! 


Quick Service: 500 thousand gross 
ot screws and bolts in stock. Emer- 
gency orders filled in as few as five 
minutes. 


Self Display: ‘EZ to C,' © error- 
proof labels and strong colorful 
cartons stand out on your shelves. 
Customers see what they want! 


One-Source Supply: Wide range of 
heads, styles, and finishes. Ware 
house near you. Keep your inven- 
tory low. Make Southern your stock 
room. 


Write for Southern's Package Stock Guide 
Free upon request. Box 1360-HA, Statesville, 
N.C. 


WOOD SCREWS @¢ MACHINE SCREWS & NUTS © A&B 

TAPPING SCREWS @¢ WOOD & TYPE U DRIVE SCREWS 

DOWEL SCREWS @¢ STOVE BOLTS © ROLL THREAD 
CARRIAGE BOLTS @¢ HANGER BOLTS 


A LOS ANGELES ° SOLD THROUGH WHOLESALE DISTRIBUTORS 
Sold Through Leading Wholesale Distributors 
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Special drawers in paint 
displays increase range of 
selections to show cus- 
tomers, aid in building 
up related merchandise 
sales. 


Big selections, backed by stock, 
boosts hardware store’s paint sales 


Drawers in paint displays save time for salesmen and customers, 
and aid sales of related items to increase sales check averages 


When a customer approaches the paint department 
of the Emil Weber Co. in Evansville, Ind., the sales- 
person can show him a great deal of paint without 
moving far. 

This firm stocks two tons of paint on a special 
island. Two sections have paint drawers on rollers, 
on the order of a filing cabinet. Each drawer is 2 x 4 
ft and can easily be rolled out by the paint salesman. 

The opposite part of the island also has a pullout 
drawer so if the salesman desires he can pull out two 
drawers at one time, one from each end of the island. 

Each drawer has 8 sq ft of paint displays. 

There are six drawers on each side, three in a tier, 
or 12 paint stocked drawers on rollers in this display 
unit. In addition, the top of the island shows brushes 
and other painting supplies. 
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“This paint drawer arrangement enables us to show 
the customer a lot of paint quickly, and saves time 
and steps,” says Emil Weber. 

“I designed the unit, and we made the iron frame- 
work in our implement service shop. A local cabinet 
maker fitted oak around the iron frame. 

“Each drawer has a spring lock which keeps it in 
place when pushed back to the center.” 

Mr. Weber stocks quarts and also gallon cans of 
paint in these special drawers, each of which has a 
streamline wooden lip at front and sides to keep the 
paint cans in place. The bottom of the case has plastic 
tile edging to give a finished touch. 

Many times after a customer has purchased some 
paint from a nearby wall area, the salesman and 

(Continued on page 126) 
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Counterfeit Money. . . .Watch for it 














NEW COUNTERFEIT $S FEDERAL RESERVE NOTE 
FEDERAL RESERVE BANK OF CHICAGO, ILLINOIS 

















This is a deceptive note printed on one sheet of good grade bond 
paper. No attempt was made to simulate the red and blue fibers. 
All notes received to date have a wrinkled appearance. The 
paper and the mottled appearance of the Federal Reserve Seal 
are the most outstanding defects. This note has also shown with 
back plate numbers 2117 and 8225 or 2225. We have report of 
similar note with check letter “‘O"’ and face plate number 231. 








Here is the latest information on new counterfeit below. After a little practice you will be able to 
bills as reported by the U. S. Secret Service. Train check bills quickly and unobtrusively without offend- 
yourself and your sales people to study all bills so ing the customer. These pages can be filed for 
they know where to look for the identification listed frequent review of counterfeit bills. 

SERIES 1950A 


CHECK LETTER AND 
FACE PLATE NUMBER: j171 


BACK PLATE NUMBER: 2102 


Appeared: 7-5-56 
Pittsburgh, Pa. 
SS No. 1542 
(Card No. 337) 























































NEW COUNTERFEIT $100 FEDERAL RESERVE NOTE 
FEDERAL RESERVE BANK OF CHICAGO, ILLINOIS 








00000000 








PULL | OD OSS AMISS 6 ULL 





This is an above average counterfeit note printed on three sheets 
of paper that contains red and blue fibers. The paper has an olive- 
green tint. The design on the back of the note is dull and flat. 
The Treasury Seal is not sharp. The wrinkles are missing from 
Franklin’s forehead. This note will probably show with various 
check letters, face plate, and back plate numbers. 








SERIES 1950A 
NEW COUNTERFEIT $S FEDERAL RESERVE NOTE 
FEDERAL RESERVE BANK OF KANSAS CITY, MO. 
bea LETTER AND 

FACE PLATE NUMBER: M189 

BACK PLATE NUMBER: 2117 
This note is associated with counterfeit $5 FR(1542), card number Appeared: 7-7-56 
337, and the same description applies. Notes of this type on the Atlanta, Ga. 
Federal Reserve Banks of Chicago and Kansas City have been SS No. 1543 
appearing with check letters and face plate numbers J 171, 0 231, (Card No. 338) 
M 189, and B 201. Various back plate numbers, such as, 2102, 
2117, 8225 of 2225, and 2183, have been used. 

SERIES 1950 


CHECK LETTER AND 
FACE PLATE NUMBER: G19 


BACK PLATE NUMBER: 103 


Appeared: 8-1-56 
London, England 
SS No. 1552 
(Card No. 339) 
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News about B.EGoodrich Koroseal hose 





New wide range of prices, 


unique display, help make sales 


ow you have four different types of 
Koroseal hose. You can take advantage 
of the Koroseal name to sell hose to a wide 
range of your customers, from the person 
who wants the very best to the price shopper. 


Here is the 1957 Koroseal hose line-up: 

Koroseal King Size is advertised for $9.95 for 
50 ft. You pay your distributor only $6.65 
and make 49% profit. (Mark up) 

Koroseal Imperial is advertised at $7.95 for 
50 ft. You pay your distributor only $6.65 
and make 49% profit. 

Koroseal Extralite is advertised at $5.95 for 
50 ft. You pay your distributor only $3.98 
and make 49% profit. 

Koroseal Crystal is translucent. Same size 
and price as Koroseal Extralite and you make 
the same profit, 49%. 

All Koroseal hose now comes in shipping 
cartons (five lengths to a carton) that is 
immediately convertible to a brilliant dis- 
play. The hose itself comes in discs with dis- 
play centers. Prices are shown in big figures. 
Bottoms of the discs fold into ‘‘stand up”’ 
easels. Then the coils can stand anywhere. 
People can see and read the discs. 


Put the famous Koroseal name to work for 
you by displaying all the types listed above. 
Let people see that they are different prices. 
Take full advantage of the Koroseal name. 


It’s a name that can mean more money 
for you. Ask a distributor’s salesman about 
Koroseal garden hose. It’s not too late to 
double your Koroseal sales this year! B.F. 
Goodrich Industrial Products Co., Akron 18, O. 


Koroseal—T. M. Reg. U. S. Pat. Of. 





osh 


B.EGoodrich 
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Alcoa’s 2nd Super-Promotion That Will 
Put More Dollars In Your Till! 


A precedent-shattering six-page block-buster of an ad will 

kick off Alcoa’s “Playday U.S.A.” promotion—the great, 

new national program to help spark sales of hunting, fish- 
° ing and leisure-time equipment made of aluminum. 


and join 


The time: April, May and June 1957. 


And chosen to kick off the big drive is Sports Afield 
Magazine, where over 3,000,000 sportsmen get “the urge 
to splurge”—many of them in your community. Joining 
Sports Afield in this tremendous effort will be two other 

UL S =F major magazines ...network television shows on “The 
Alcoa Hour” ...special promotion in 1000 top newspa- 
pers in markets coast-to-coast. 


| In all, Alcoa will explode more than 59,000,000 direct 
selling messages to eager readers and viewers—all con- 
° centrated during your key vacation selling period! 











Cut yourself a big slice of this rich 30 billion dollar mar- 
ket. Climb aboard “Playday U.S.A.” along with thousands 
of other dealers throughout the nation. 


ZN. 
For your complete tie-in kit—including displays, news- 


paper ad mats, string tags, ad reprints, counter cards, 
pennants—write right now to: 


Sports Afield Magazine 
959 Eighth Avenue 
New York 19, New York 
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A plus in remodeling: housewares 


... here’s how this dealer remodeled his housewares department and better lighting, 


wider aisles, more open displays pays off with sharp jump in sales 


If you want to sell more housewares: 

@ Give the department more attention-getting 
value. 

@® Put merchandise on open display. 

That’s what Baptist Hardware, in Shawnee, 
Okla, did. The results were a 25 percent gain 
in housewares sales. The figure means much, 
for housewares now is 40 percent of the store’s 
total dollar volume. 

Baptist Hardware put in a better lighting 
system, wider aisles, and fixtures for open dis- 
plays. 

N. W. Baptist, the owner says, “ I wanted to 
take advantage of more open display, but I did 
not want a self service store with customers 
picking up merchandise and taking it to a 
checker. I still believe that you need salesman- 
ship to make the best possible volume in higher- 
quality housewares. 

“IT also believe that women will buy more 
expensive items when they are permitted to take 
their time looking at merchandise. Our sales- 
people will serve customers whenever they want 
to buy, but they will not hurry shoppers.”’ 

Cast iron ware is one of the most popular lines 
in the housewares department. Women use it in 
the kitchen and for outdoor cooking at barbecue 
pit or outdoor grill. Before Mr. Baptist re- 
modeled his store, cast iron ware was difficult 
to display. Most of it was stored on lower shelves 
with only one or two pieces actually on display. 
Cast iron ware is now shown in several good 
traffic spots in the department. 

The firm makes three stock turns each year 
in cast iron ware. 

Displays in the visual-front window often in- 
clude some of this merchandise. 


118 


Cast iron ware is sold in all seasons on the 
firm’s layaway plan. 

Glass bakeware and plastic dish sets are other 
popular layaway items. This firm likes to sell 
these wares in starter sets. When a women asks 
for one piece of glass bakeware she is shown 
other items in the line. 

If the customer says she will buy at a later 
date, an immediate sale is often made when 
layaway is mentioned. 

Mr. Baptist says, “Some people forget about 
our layaway plan. When one of our salespeople 
reminds the customer that she can buy these 
lines with small weekly or monthly amounts, a 
sale is often quickly made.” 

The firm uses many display helps furnished by 
manufacturers. 

Perforated board panels on wall fixtures show 
brooms, brushes, rope, clothes line, dinner bells 
and many other utility and fancy types of house- 
wares. 

New lines of housewares and gifts are bought 
at housewares shows, and are quickly added to 
stocks. Newspaper and radio spot announcements 
are used to publicize new items. 

The firm also uses phone calls to tell customers 
of new higher-quality items. A saleswoman uses 
a list of names of good customers who have 
shown interest in quality housewares. The names 
of brides and newcomers are included in the list. 

When the store was remodeled, it was neces- 
sary to retain ceiling supports down the middle 
of the floor. They were converted into display 
units with the addition of shelves around them. 

One of the most attractive housewares displays 
shows a complete assortment of electric and 
spring-wound alarm clocks set up on circular 
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sales up 25% 


Wide aisles, good lighting, the benefits of remodel- » 


ing boost sales. 





N. W. Baptist, store owner, whose housewares sales » 
jumped after remodeling the department. 


shelves surrounding a ceiling column. Women 
will buy higher quality items if given their 
choice of a fairly wide variety, instead of seeing 
a very limited selection, Mr. Baptist believes. 

This firm keeps its store front, its displays 
and its interior clean and neat at all times. 

Mr. Baptist says, “We must keep an orderly 
housewares department. 

“These lines lose some of their appeal when 
shown in untidy surroundings. My father, and 
later myself, operated a store which we con- 
sidered good enough for the public. 

“TI know the dollar value of modernization, 
particularly in the housewares section. I intend 
to keep this department neat and modern.”® End 


How an open display can be built around a struc- ro 
tural column on selling floor. 















Edge of a large sheet of glass is buffed before 
removed from the shop for installation in an out- 
side job. 


There’s profit in window glass work 


Service work 





Contract department makes profits for southern store. 


Its customers buy paint and other hardware lines 


Most hardware stores stock and sell window 
glass. 

Some dealers do occasional glazing work for 
homeowners and builders. 

Earl Blankenship of Universal Supply Co., 
Inc., at 1305 Spring Hill Rd., in Mobile, does 
contract work on jobs running as high as 
$1000 for a builder. 

Work done by the glass department includes 
steel casement windows, glass partitions, slid- 
ing glass panels and large windows. 

This firm handles window glass up to one- 
quarter inch thick, and installs many large win- 
dows in homes and stores. The firm uses one 
truck to handle this work. 

Mr. Blankenship designed and built a number 
of tilting wooden display and storage units for 
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window and plate glass in his shop. These racks 
let his employees easily handle large size pieces 
of glass. 

Because he has trained his men well, there is 
very little glass breakage. 

The window glass department attracts traffic 
which goes into other sections of this hardware 
and supply store. 

The firm’s glass shop also cuts and installs 
auto glass. This service attracts garage men 
and motorists to the store. 

The glass shop uses telephone directory and 
newspaper ads to attract contractors and do-it- 
yourselfers as well as motorists to the store. 

Mr. Blankenship also makes personal calls on 
building contractors to sell the services of his 
glass department. ®End 
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Selling Fast! 





RMACEL lAPE CORPORATION...a Gohiuenagohwen company 


© 1957, P.T.c. 











This 1s the bath scale featured in 


Hardware Week —Borg’s beautiful 400 
Model, retailing at $10.95 (East of Denver). It will 
be featured in the April 27 Saturday Evening Post 
IRHA Section. Be sure you have it in stock. Ask 
your wholesaler for exciting news about this Borg 


promotion. 
No other sca/e 
se//s like 
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NEW HIGH PROFITS! 
NEW HIGH VOLUME! 


At 69c retail, 
a golf ball 
equal to, or 
better than, the 
best $1.25 ball* 


AN IMPORTED LIQUID CENTER, 
HIGH COMPRESSION, LONG FLIGHT BALL 


as good if not better than others costing up to twice as much. And you can be SURE they’re good when 
they are sold by eighty-six-year old H & R! 


Fully tested by a leading research laboratory for 1) Hardness 2) Distance 3) Resilience 4) Abrasion 
resistance of cover 5) Wear resistance of cover paint. 


Order CAPRI NIKE — conforming to tournament specifications at 69¢ 
retail. Shipped in sales-appeal display cartons shown left. And the CAPRI — 


high-compression, live rubber center ball of pure vulcanized rubber, equal 
or better than the best 75¢ ball, just 49¢ retail. 


SEND FOR LITERATURE and your cost, f.0.b. your store. Another fast-selling product from 


HARRINGTON & RICHARDSON, INC. 


" 413 Park Avenue, Worcester 10, Mass. 
from Japan 
, *according to exhaustive tests by nationally known golf ball testing laboratory — name on request. 
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PATCHES 
INSULATES 





SELL 
THE PRODUCT 
THAT FIXES 
JUST PLAIN 
EVERYTHING 


Flex-O-Fix, advertised 
in over 30 magazines 
such as: the “Post”, 
Sports Afield, Outdoor 
Life, True, Household, 
Popular Mechanics, etc. 































































~es a fantastic product, liquid 
rubber that squeezes from a tube, 
dries to tough elastic rubber. RE- 
PAIRS rubber boots, galoshes. 
MENDS canvas. SEALS wind- 
shield leaks. INSULATES elec- 
trical terminals, wiring. 1001 uses, 
sells on sight. Nationally adver- 
tised, available in black or tan. 
Retails 89¢ a tube. Packed 12-2% 
oz. tubes in display carton. 


PYROIL “M% te 


multipurpose lubricant 
Contains graphite for 
lasting protection, 
‘polishes and protects 
against rust and corro- 
sion. Retails 30¢ a can, 

acked 12-3 oz. cans 
in display carton. 


PYROIL “P” tne 


penetrating oil. Lab 
tests prove it loosens 3 
times easier. Dissolves 
rust and corrosion, yet 
treats metal with a 
Pyroil coating for long 
lasting protection. Re- 
\ tails 30¢ a can, packed 
\e ort \ 12-3 oz. cans in display 
_ carton. 


IT’S NEW... 


PYROIL 
“BOOSTER SHOT” 


@ for Outboard 

Motors 
@ Power Mowers 
Opens up a new market. Works miracles 
with sluggish and hard to start 2 and 4 
cycle engines. Gives easier starting, 
more RPM's. Reduces carbon and gum 
deposits, Increases spark plug life. Py- 
roil protection keeps motor in tip top 
shape during shut-down periods. 
GUARANTEED. Retails 35¢ a 3 oz. can, 
packed 24 cans to a case. 
















At your jobber or write 
The Pyroil Company, Inc., Dept. HA 3, 
La Crosse, Wisconsin - Toronto, Canada 
Manufacturers of Super Lubricants, 
Fiex-0- Fix, Champ and Silver 
Ol Bullet Oli Filter Cartridges. 
World Famous Since 1929. 


















Two-Level Display Features Galvanized Ware 


A special two-level fixture which provides ample shelf space and height is 
used at the Termin & Doering (Marshall-Wells store) at 15634 Pacific High- 
way South, Seattle, Wash., for displaying galvanized ware. The store owners 
built this fixture when they wanted a unit which would utilize floor space 
and provide deeper base display. 


ae pe 





thle 


Lanieiea’ “a Effective Window ndiaiail 


This eye-catching sporting goods display window was used by Hanson Hard- 
ware Co. in Newport, Me. A minature canoe and hunting and fishing equip- 
ment arranged in front of a painted backdrop showed a Maine landscape. The 
backdrop was a 21/,-ft high piece of cardboard on which the landscape was 
painted by a local artist for manager Fred Baird. 
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PAINTING MORE FUN 





57-D Happy sales... to happy cus- 
tomers! Bright floor display stands. 
Contain: 2 doz. assorted 14” and 2” 
Flat Varnish, plus 1-3 /12 doz. assorted 
3”, 4”, 5” Wall Brushes. 








57-E Your choice of three assort- 
ments: Pure Bristle, Pittsburgh Syn- 
thetic or Nylon. Sturdy wire rack dis- 
play. Easy to see. Contains 3-9/12 doz. 
assorted 14” to 3” Fiat Varnish, 4” 
Wall and 1%” Angular Sash Brushes. 












BONDEX 

Perfect applicator 
for Bondex®... 
1 doz. fast-selling 
coating brushes. 


Sars 





UNI-FILL 


ge] Hand Wire 
Scratch with 

~ | assorted han- 
ou 2 Ss diiles. Contains 
~" 2-2 /12 doz. as- 















sorted brushes. 





57-A 57-B 

Low price Flat Pure Bristle . . . 
Varnish Brushes popular Wall 
for quick sales. Brushes move 
5 doz. assorted fast! 1 doz. assort 
44” to 3” ed 3”, 3%",4" 
















NEW DISPLAY 


gy for famous 






Yours Free / 


Back again because the finest pure 
bristles are now available in quantity 


With Pittsburgh you know you’re selling 
top quality. And the famous Gold Stripe 
line is the highest quality made, anywhere. 

Each brush is carefully filled by hand, 
by expert brush makers using perfect, 
pure bristles. Made to stand up under 
years of steady, professional use. Choose 
from this assortment of customer-tested, 
quality brushes to make your paint brush 
sales climb. 


PAINT BRUSHES displayed in cans attached to 


| stepladder ... with a high flying spinner 

10% sign! That’s the new Pittsburgh Gold Stripe 

“ . | display. mad ge 2 and compact, so easy to 

st wide Brushes, set up and display ... so easy for your 

dot ‘2 ‘ant Sash mail customers to spot. And you wind up with 

‘Brushes. a” Wall bree ation. a free stepladder . . . yours to sell, use or 
Ys er ei price give away! ; 
ee Mail Coupon for Complete Details! 

ITTSBURGH 


NY 


ld Stipe seusurs 


G)} BRUSHES .« 








P\INTS « GLASS « CHEMICALS - 





PITTSBURGH PLATE GLASS COMPANY 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 


PITTSBURGH PLATE 
GLASS COMPANY 
Brush Div., Dept. A-09 





GOLD STRIPE BRUSHES 


PLASTICS + FIBER GLASS 


57-A[] 57-0 (1 Name. : 























3221 Frederick Avenve 57-8 [] 57-E |) pi 
eee iO 
. ; AGESOEB 20 ccc cccccccccce euuscecoucescooncucs 
me more information 
about FREE brushdis- BONDEX [|] 
plays I have checked. EE ...-Zone....State ....-. 





i 
| 
| 
| 
| Gentlemen: Please rush 57-C [] UNL-FILLL] 
| 
i 
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EASY TO SELL...BECAUSE IT’S EASY Zo INSTALL! 


STANLEY BUILDING SPECIALTIES COMPANY 


Please send more information on: Jalousie Windows [_ 


A PERFECT DO-IT-YOURSELF ITEM! 





STANLEY 
MODEL 14 
JALOUSIE STRIP 
HARDWARE 


Installed with just a screwdriver and 
hammer...in 3 easy steps! 











So simple to convert a double hung window: 


@ Sash are easily removed. 


@ STANLEY ALUMINUM JALOUSIE 
STRIP HARDWARE simply fastened 


in place... with just a screwdriver. 








©) Glass louvers quickly inserted and 
wood glass stop nailed in place. 


Minutes later, a beautiful, modern 
STANLEY JALOUSIE STRIP HARDWARE 
INSTALLATION. 

















/ 


STANLEY JALOUSIE STRIP HARDWARE is ideal for enclosing porches, 
for remodeling and as a room divider, when used horizontally. Its uses 
are unlimited—and the prices are low—low—low! 


Available in heights from 15° to 78” in 3%” increments. 


AMERICA BUILDS BETTER AND LIVES BETTER WITH STANLEY 


STANLEY 


This famous trademark distinguishes over 20,000 quality products of The Stanley Works— 
hand and electric tools « drapery, industrial and builders hardware + door controls « aluminum 
windows + metal parts « coatings » steel and steel strapping—made in 24 Stanley plants 
in the United States, Canada, England and Germany. 





DEALERS! DISTRIBUTORS! 
Certain desirable territories are still available—write today! 


Subsidiary of The Stanley Works of New Britain, Connecticut 
Dept. HA-3, 1890 N.E. 146th Street © North Miami, Florida 


Awning Windows |_ Horizontal Sliding Windows [_| 
Tub Enclosures | | Jalousie Strip Hardware [| Thresholds [| 


Iama Dealer [| Distributor [| 


Name 


Address 


City Zone State 
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Boosts paint sales 


(Continued from page 113) 


customer move to the special island 
for brushes and other painting sup- 
plies. Then, as the salesman may 
try to sell extra paint, he reaches 
down and pulls out one of the paint 
drawers. This ready display helps 
make many additional sales, says 
Mr. Weber. 

Another factor in building a 
large annual volume of paint sales 
is customer advice. This store 
staff helps many do-it-yourself cus- 
tomers with information on how to 
handle specific decoration jobs. 

A timely question by the paint 
salesman as to the surface prepara- 
tion problems to be handled, often 
sets the stage where good advice 
can be offered to help the customer 
get a better finished job. This help 
often brings customers back when 
they wish materials for a second or 
third paint job. 

In addition to radio and news- 
paper advertising, paints also get 
seasonal window display. Mr. Weber 
has windows facing two well trav- 
eled streets. A paint display can be 
left in place for two or three weeks 
when necessary. 


Friendly advice helps 
sell more paint brushes 


How would you like to sell 60 
percent of your paint customers a 
brush? 

It can be done. A western dealer 
always inquires what kind of job 
the paint customers plans to do. 
No matter if it is an interior or 
exterior job, the dealer says, “If 
you use a new brush it will help 
you to get much better results.” 

In six cases out of 10 the dealer 
sells the paint customer a new 
brush. He says, “I always advise 
a customer to buy a quality brush 
even for a very small job.” 

This dealer says he first began 
to emphasize brushes when some 
customers complained of the jobs 
they had done with quality paint 
bought from the store. Upon in- 
quiry he found that many of the 
complaining customers had used 
old brushes. 
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How to use your store 
to demonstrate paints 


Use paints and enamels from 
your own stocks to brighten your 
store interior. 

Keep a record of the different 
finishes used in each part of the 
store. Then you can tell customers 
an effective sales story. 


~EPeV ia aa Tools 





Does the customer want to paint 
woodwork in her home? Then you 
can show her how the same type 
of paint was used in the store. 
Whether it is the same or a differ- 
ent shade does not matter. 

Should your customer want to 
enamel some metalwork in her 
home, then show how your enamel 
was used right in your store. 

When you tell a customer, “We 
use it in our own store,” you have 
a most potent sales point. 

A New York state dealer paints 
all of his store walls every two 
or three years. The metal ceilings 
of his store, in three sections, are 
painted annually in_ different 
shades. Customers note the change 


in shades, ask about the new STEELMASTER 

colors and are told what they are, 

and how they may be applied. b ° da 
aes ee The Finest Hammer Ever Made 

always brightly lighted. This 

helps to make the painted surfaces 























Here’s why: I= 
more attractive. | Tempered rim minimizes chipping An exclusive Stanley feature! : \ c™ 
When the store is closed at The rim of the striking face is induction tempered to mini- + [> ; 
night spotlights just inside the | mize chipping. ‘d A 
windows remind passersby of the | Locked-on head. The head is permanently locked to the handle. 7 Al) 
attractive ceiling colors. It will never come loose. peed 
Chrome alloy handle. Special chrome alloy steel handle will © 


not break! It flexes a little, it absorbs vibration, but it will 
not break. Chrome plating prevents rust. 


Contoured grip. Neoprene forms a non-slip, cushioned grip. _... 
How to maintain stock And it won’t mar, so the butt end can be used to tap work ~ 


into place. se3 22: 
on phonograph records Stanley STEELMASTER available in 5 models. — 


Order Unit ST6 with 4 No. ST1%, 1 No. ST2 and 
1 No. STI%2A, and this merchandiser is shipped 


with your order absolutely FREE! Ask your whole- 
saler now! 


Once-a-week orders enable an 
eastern dealer to keep his stock 
of popular phonograph records in 
line with demands. He mails his 
order every Saturday evening. With Curved Claw With Ripping Claw 


STI 20 oz. $4.95 list STIA  200z. $4.95 list 
ST1% 160z. 4.69list STI“YA 160z. 4.69 list 
ST2 13 oz. 4.69 list 

STANLEY TOOLS 
Division of The Stanley Works, New Britain, Conn. 


As a record loses popularity re- 
orders are decreased. If the rec- 
ord is removed from the top 10 
tune lists, the firm orders it only 
on customer requests. 





AMERICA BUILDS BETTER AND LIVES BETTER WITH STANLEY 
Located near the local theatre. 


the store loans records to be Sony IANLEY 
played during intermission. Notice 


on the screen that the hardware 





store supplies them helps the | This famous trademark distinguishes over 20,000 quality products of The Stanley Works—hand and electric 
dealer to sell copies of those reec- | tools » drapery, industrial and builders hardware - door controls - aluminum windows + metal parts - coatings - 
ords. steel and stee! strapping—made in 24 Stanley plants in the United States, Canada, England and Germany 
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for extra PROFIT 





Vises 


each a model of UTILITY 
STAMINA - VALUE 

























No. 153 
COMBINATION 
SWIVEL VISE 


For home, garage and school shop. Bind- 
ing screw makes possible many swivel 
positions. Gray iron, fine grain, precision 
machined and finished. Screw parts nick- 


el plated. Firm, competent ... and 
a wonderful value! Width of Jaws and 
Opening 2!/."'. 


No. 175 
PORTABLE SAWHORSE VISE 


Low priced professional type, holds work 
vertical or horizontal. %'° main screw 
with Acme thread. Clamps work up to 
2". oo of Jaws 5%,"" x 5". Open- 
ing of 


No. 176 
WOODWORKER’S VISE 


For home and shops. %"' screw with 
Acme thread. Jaws have holes to se- 
cure wood inserts. Width of Jaws 6'/,". 
Depth of Jaws 3'/,"". Opening 4'/,"'. 


Each Individually Boxed 


Get all the details from 
your local jobber, or 
write direct. 






THE 


Th & COTTON 


MFG. CO. 
33 POLAND STREET ¢ BRIDGEPORT, CONN 






























Shelving That Provides Flexibility 


This flexible shelving for the tops of island units is used at the Modern Home 
Hardware Co. in Hapeville, Ga. Made of 12-in. No. 2 pine it comprises two 
uprights and the cross piece, the former being secured to the cross unit by 
16d nails. Shaped like benches these units may be used to form two- or 
three-level displays. Stained in dark brown or painted black they can be 
stacked one on top of another or side-by-side as required. 





Seasonal Displays Set Up in Entranceway 


Seasonal merchandise can often be displayed to good advantage in the inset 
entranceway of a store. This display of barbecue equipment and ice cream 
freezers in th. entranceway of J. W. Mertz Hardware in Ada, Ohio, took up 


little space and resulted in impulse saies. 
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Goensted without failure for % million 
cydes ... equal to 17 YEARS OF 
| CONTINUOUS SERVICE 


Here at last is a new float valve. New in principle 
...new in operation. The HUSHFLO is a dia- 
phragm type valve that shuts off flow by quick 
hydraulic action—yet avoids water hammer. The 
pressure of the water supply does the closing 
and keeps it closed. Noisy turbulence of water 
entering the tank has been reduced to a whisper 
...and the refill time has been cut in half. Slow 
action, sizzling and singing noises are a thing of 
the past. Here is the valve the public has been 
crying for ...a valve that obsoletes present day 
valves...a float valve that will sell on sight. 








Operates on any pressure 
Quiet... Fast Filling 
Closes Hydraulically 
Fits ALL Makes of Tanks 


Be the first to reap the profits from the sale of 
HUSHFLO hydraulic float valves. It’s the first 
real improvement in float valves since the overhead tank. HUSHFLO will 
be nationally advertised. Only once in a lifetime a money-making oppor- 
tunity like this comes along. We need experienced representatives, jobbers, 
dealers. Let’s talk it over. Mail the coupon today and we'll do the rest. 
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Fleat arm in 
top position. 
ring 


When hole A is closed, 
water pressure forces 





charge tube 
dampens the 
sound of water 
flowing from .— 
line pressure 
into tank. 











Romar Manufacturing Corporation 
Your new HUSHFLO Hydraulic Float Valve sounds 


terrific. 

[ ] I am a dealer [ ] Wholesaler [] Representative 
[ ] I am at present selling 
Area covered...... 


ihn. oF 
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MARG 


The line that ison 
Profit for you! 


Sold through Hardw 


are wholesalers. 


High Product values 
Combines two welt 5 
Packaged right. 


One freight-saving Source 


ll-known brands, 


The Combined N 
Wilcox-Critteng 
mm on 

oney-maker for hardware Stores 


If re j 
* = re interested ina real 
ware-man’s line, Write us 


Ask for the 
€Ww cat 
two profitable ame of these 


NORTH & Jupp 


Manufacturing Company 


New Britain, Connecticut 


orth & Judd- 
€n line isa 


B 
Detroit « ime ‘ae 
San Franc ae 


re - Atlanta e Buffalo 
. ° . 
isco @ Seattle. a _— 











(Continued from page 10) 


Small businesses account 
for most of retail sales 


Small businesses account for 68 
percent of all total retail sales 
in the country, the Small Business 
Administration reports. 

And small business is now 
receiving more government aid 
than ever before, according to the 
SBA’s seventh semi-annual report. 

SBA reports that small business 
loans made under its financial as- 
sistance program reached a record 
high in the last half of 1956. SBA 
attributes the increase in loans to 
the high level of business activity 
which has produced a heavy de- 
mand for credit. The program is 
designed to meet the credit needs 
of small businesses. 


Uniform standards sought 
for plastic garden hose 


You may soon find it easier to 
sell plastic garden hose. It is 
expected that all plastic garden 
hose will be made to a uniform set 
of commercial standards soon. 

The Commerce Dept. is now ask- 
ing manufacturers to approve a 
uniform set of commercial stand- 
ards for vinyl chloride plastic 
garden hose. 

The standards were proposed by 
the Society of the Plastics Indus- 
try. The standards cover require- 
ments and test methods for burst 
strength, low temperature flexi- 
bility, water extraction, water flow 
rate and couplings. 


Various ownership forms 
analyzed in SBA pamphlet 


Which type of ownership is best 
for your business? Single proprie- 
torship, partnership or corpora- 
tion? 

The advantages and_ disad- 
vantages of each form are dis- 
cussed in a new pamphlet issued 
by the Small Business Administra- 
tion. 

The pamphlet is entitled “‘Choos- 
ing the Legal Structure for Your 
Firm.” Copies are available free 
from any SBA field office. 

(Resume reading on page 11) 
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Laminated 
steel case. Sp 
warded locki 
mechanism. 40 ke 









Laminated 
steel case. M 
spring wardé 
locking mecha 


Laminated1- 
steel case. St 
warded securi 
Brass locking leve 












changes. 105 key changes. ism. 60 key 
50¢ Retail 65¢ Retail changes. 
75¢ Retail 





Master Padlock 


Master's most famous security 

feature is incorporated in these fast- 

selling, popularly priced padlocks: 

laminated hard-wrought steel plates, 

riveted under tremendous pressures, form a 

case stronger than a solid block of steel. 

Hundreds of everyday uses make them 

year’ ‘round profit-builders. Order 

World's smallest Laminated!” ste from your wholesaler. 
Telaltalehit- ile: lila & case. Strong ward 
laminated steel ed security 18 


case. Strong ward key chang 


ed secur ty 


aS¢ Retail 50¢ Retail 
¢ ai 





Nationally advertised in Life, Saturday Evening Post, This Week, Parade, 
True, Time, Outdoor Life, Sports Afield, Popular Mechanics, Farm Journal, 
Boys’ Life, American Girl. 


Master Jock Company, Milwaukee 45, Wis.e World's Largest»Padlockh Manufacture? 
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TURNBUCKLES LINE 


Saves Money and Time! 
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a 1. Packaged for quick iden- 
C3 tification and easy sales. 
Bs 2. immediate shipment on 
ee orders from a central lo- 
we cation insuring quick 
re delivery. 

ES 3. A complete line elimi- 
rad nates losses on shipping 
fick charge minimums. 
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TURNBUCKLES EYE BOtTs SCREEN DOOR 
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SCREW HOOKS CATE HOOKS 
round end ceil- AND EYES 
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SCREW EYES 8 & 8 HOOKS U-BOLTS 
large, medium _ steel or brass,in bright zinc plat- 
and small eyes, a wide range of ed, with plates 
in steel or brass sizes nuts 


Lé 


CUP HOOKS... SCREW HOOKS PORCH SWING... 
SHOULDER HOOKS  gquarebend.cur- CLOTHES LINE... 
brass with firm tain rod hooks, gammocx HOOKS 
base 


steel or brass 
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BOX 333, MICHIGAN CITY, INDIANA 


FACTORY: GRAND BEACH, MICHIGAN 
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conventions 


Convention Calendar 


1957 





shows conferences 














For complete details about the conventions listed by dates below use 
the alphabetical listings following this quick check list. 


1957 
March 
31-April | Louisiana Retail Hardware 
Assn. 
April 
7-11 Southern Hardware Convention, 
Palm Beach, Fla. 
May 


16-17 National Assn. of Sheet Metal 
Distributors Spring Meeting, Phil- 


adelphia 


June 


13-15 Texas Hardware Boosters Club & 
Texas Wholesale Hardware Assn. 


Conventions, San Antonio 


Convention Check List 





18-20 Industrial Supply Convention, San 
Francisco 

30-July 4 Second International House- 
wares Show, New York 


July 
7-11 National Retail Hardware Assn. 
Congress, Dallas 
8-12 National Housewares Exhibit, At- 
lantic City 


August 
4.7 Gift Show, San Francisco 
11-14 Gift Show, Portland, Ore. 
18-21 Gift Show, Seattle 
25-27 Gift Show, Spokane 














National Events 


Industrial Supply Convention, June 


18-20, at San Francisco, Calif. At- 
tendance restricted to members. 
Mark Hopkins Hotel headquarters 
for American Supply & Machinery 
Mfrs. Assn.; Fairmont Hotel head- 
quarters for National Southern Dis- 
tributors’ Assn. and Southern Indus- 
trial Distributors’ Assn. Sponsored 
by ASMMA, W. B. Thomas. Hunter- 
Thomas Associates, 2130 Keith 
Bldg., Cleveland 15, Ohio, business 
manager; NIDA, 1900 Arch St., 
Philadelphia 3, Pa., Robert C. Fern- 
ley, executive secretary; SIDA, 712 
Volunteer Bldg., Atlanta, Ga., E. L. 
Pugh, secretary-treasurer. 


National Assn. of Sheet Metal Distrib- 


utors Spring Meeting, May 16-17, 
at the Warwick Hotel, Philadelphia. 
Thomas A. Fernley Jr., executive 
secretary, 1900 Arch St., Philadel- 
phia 3, Pa. 


National Housewares Exhibit, July 


8-12, Convention Hall, Atlantic City, 
N. J. Sponsored by the National 
Housewares Mfrs. Assn., 1140 Mer- 
chandise Mart, Chicago 54; Dolph 
Zapfel, executive secretary. 


National Retail Hardware Assn. Con- 
gress, July 7-11, Statler - Hilton 
Hotel, Dallas, Texas. Sponsored by 
National Retail Hardware Assn., 
964 N. Pennsylvania St., Indian- 
apolis 4, Ind. 


Second International Housewares 
Show, June 30-July 4, at the Coli- 
seum, New York, N. Y. Sponsored 
by Orkin Expositions Management, 
19 W. 44th St., New York 36, N. Y. 


Regional Events 


Gift Shows: San Francisco, Calif., in 
Civic Auditorium, Sheraton-Palace, 
St. Francis and Sir Francis Drake 
Hotels and Western Merchandise 
Mart, Aug 4-7; Portland, Ore., in 
Portland Public Auditorium and 
Plaza and Benson Hotels, Aug 11-14; 
Seattle, Wash., in Civic Auditorium, 
Olympic and New Washington Ho- 
tels and Terminal Sales Building, 
Aug. 18-21; Spokane, Wash., in 
Davenport Hotel, Aug. 25-27. West- 
ern Merchandise Exhibitors Assn., 
Kay Leber, show manager, 1355 
Market St., San Francisco 3, Calif. 


Southern Hardware Convention of the 
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Increase your plumbing department sales 
with U-BRAND pipe fittings 







Completeness of Line: You save time in filling customer orders... 
give them exactly what they want by stocking the complete U-Brand 
line of quality pipe fittings available in all standard shapes and sizes. 
You can be sure of customer satisfaction for every U-Brand fitting is 
individually inspected. This extra care helps build your reputation as 


\ 


well as your profits. 

Special Packaging: Order your U-Brand fittings in Handi-Paks, the La 
first and only pipe fitting package designed specifically for hardware C.. 
sales. With this convenient package you order in easy-to-handle, full- 
box quantities .. . save as much as 35% of your stock space. Instant 
fitting identification reduces sales time. Handi-Paks make attractive 
displays .. . put sales appeal into pipe fittings for increased sales. 





A single source for all your pipe fitting needs 


Galvanized and Black U-Cote Malleable Iron Pipe 
Fittings—Unions—Plugs and Bushings—Cast Iron 
Drainage and Screwed Fittings—Steel Nipples 
and Couplings—linsert Fittings for Plastic Pipe. 
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90° Elbow 
45° Elbow 
90° Street Elbow 

45° Street Elbow 
Side Outlet Elbow 
Drop Elbow 

Tee 

Street Tee 

Wash Tray Tee 

Side Outlet Tee 
Extension Piece 
Coupling 

Reducer 

Floor Flange 

Caps 

Waste Nut 

Lock Nut 

45° Y-Branch 

Cross 

Return Bend 
Bushing 

Face Bushing 

Plug 

Boiler Union Elbows 
Boiler Couplings 
Unions 

Reducing Nipple 


Nipple 
Hydrant Clamp 


money... 


Stock and sell the complete U- 
Brand line of pipe fittings in 
Handi-Paks. Order from your 
wholesaler today! 


The 


Union Malleable 


Manufacturing Company 
Ashland, Ohio 


Order Your 
CLEAN, 


Hex Nuts. . \ Peet) 
Cap Screws... 


utersallal: 
a 


Carriage 
Bolts . 


Stove 
te) | 


In Small, Convenient Quantities 


TO REFILL LAMSON 
BOLT TRAYS 





BRITE-PLATED 


bb bbb kbbbh bhi bb 


Thousands of hardware dealers are 
today selling their bolts, nuts and 
screws in the clean, handy and con- 
venient way—by displaying them 
in custom-made LAMSON BOLT 
TRAYS and DISPLAY STANDS. 

This is “self-service” at its best— 
giving low selling cost and maxi- 
mum profit. 

But the ultimate in convenience is 
the ease with which dealers can re- 
order stock packaged as few as 10 
pieces to the carton. 

Write for packaged quantities and 
prices, or call your Lamson distribu- 
tor and he’ll send you what you need. 


| Convention Calendar 











ASSORTMENTS and SIZE RANGES 
for Lamson Bolt Tray Replacement Fasteners 
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Large Machine Bolts 
¥%"y 1” to Yn" x §” 


Carriage Bolts 
Me" x1" toe” x 4” 


Small Machine Bolts Cap Screws 
id x1” to “ie "y4” “Y"y%" to '2"42” 
stove Bolts—Rd. or Flat Hd. Hex Nuts 


He" x KH" to“ x2'r” 


“a” to V2” tap 
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(Continued ) 


Southern Wholesale Hardware Assn. 
and the American Hardware Mfrs. 
Assn., April 7-11, Palm Beach, Fla. 
SWHA managing director, T. W. 
McAllister, 814 Metcalf Bldg., Or- 
lando, Fla.; AHMA secretary, Ar- 
thur L. Faubel, 342 Madison Ave., 
New York 17, N. Y. 


State Events 


Louisiana Retail Hardware Assn. Con- 


vention, March 31-April 1. Sessions, 
exhibit and hotel headquarters at 
Roosevelt Hotel, New Orleans. 
David O. Mansfield, P. O. Box 1696, 
Jackson 5, Miss. 


Texas Wholesale Hardware Assn. and 
Texas Boosters Club Annual Con- 
ventions, June 13-15, San Antonio. 
Howard Weddington, 1327 National 
City Bldg., Dallas 1 





| Dull backgrounds make 


colorful items sparkle 


Bright color helps to sell many 
types of merchandise. 

A dull background provides 
contrast for some colorful types 
of giftwares items. 
| A midwest dealer uses a dull 
'black background to make his 
dinnerware, pottery and brass- 
ware look well on glass shelving. 
He also uses a dark green wooden 
panel to hang his wide assortment 
of trivets. 

This idea is an adaptation of 
the jeweler’s use of a dark counter 
pad on which to show diamonds 
|and other bright jewels. 











HARDWARE HUMOR 






(jONE 
FOR MORE 
PAINT 
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WHAT'S NEW 











@ For more information on these products and services 
use free post card on page 1339. 


(Continued from page 13) 
which is removable to permit sub- 
mersion of the pan in water. A 
10% in. skillet and a 21 in. griddle 
are also available with the remov- 
able control. Son-Chief Electrics. 
For more data circle No. 9 on postcard, p. 139 


Line of wood finishes 


Home decorators will be custom- 
ers for this line of wood finishes. 





A new color card features such 
colors as _ driftwood, platinum, 
cherry, mahogany, birch and 
maple. Colors are gotten by blend- 
ing colorants with a special wood 


finish base. Colorizer Associates. 
For more data circle No. 10 on postcard, p. 139 


Do-it-yourself screen kit 


The home handyman will be a 
customer for this aluminum screen 
kit. The do-it-yourselfer can make 
his own full or half screens in any 





of nine sizes. Kits come in each 
size and contain frames, fiber glass 
screen cloth, hardware and in- 
structions. Reynolds Metals Co. 


For more data circle No. 11 on postcard, p. 139 


Air conditioner filter pad 


Home owners will be interested 
in this do-it-yourself fiber glass air 
conditioner filter pad. The Glasfloss 
pad is 16 x 24 x &% in. and can be 
cut to fit any home air condition- 
ing unit with scissors or knife. 
One or more filters can be made 
from the moisture-proof, fire-re- 
sistant pad. Pittsburgh Plate Glass 
Co. 


For more data circle No. 12 on postcard, p. 139 


Dry crab grass killer 

This dry formulation of crab 
grass killer is intended for use 
with a spreader. A 5-lb bag will 
treat 1500 sq ft and sells for $2.98. 
The 13-lb bag covers 4000 sq ft 
and sells for $6.65. A liquid for- 
mulation is available in pint, quart 
and gallon sizes. A soluble powder 











formulation comes in 4-oz, l, 2, 
and 6 lb cans. American Chemical 
Paint Co. 

For more data circle No. 13 on postcard, p. 139 


Closed-face spinning reel 


Fishermen will be interested in 
this closed-face spinning reel that 





features a dial drag adjustment 
and sells for $15.95. The Bronson 
Mate gives the desired drag setting 
on an 8-station dial. Reel has 6- 
point line pick-up and push button 
line feathering. Comes filled with 
100 yds of 6-lb test monofilament 
line. Bronson Reel Co. 


For more data circle No. 14 on postcard, p. 139 


Top-loading single shotgun 
Sportsmen will be customers for 
this single shot shotgun Model 173, 


Wee re Ps 





that is loaded from the top without 
“breaking” the gun. This bolt ac- 
tion single-shot is a 410 gage model 
and sells for $24.95. Gun weighs 
514 lbs, has a 24-in. full choke 
barrel, thumb safety and walnut 
stock. Takes 2% and 3-in. factory 
loaded shells and rifled slugs. The 
1957 firearms catalog is now avail- 
able. O. F. Mossberg & Sons, Inc. 


For more data circle No. 15 on postcard, p. 13° 


Hose spray concentrates 


A crabgrass killer, Chlordane in- 
sect killer, weed killer and a Mala- 
thion-Methoxychlor insect killer are 
included in the line of Antrol Hose- 
Spray Concentrates. An Antrol hard 
plastic sprayer head comes with 
each bottle of concentrate. The unit 


(Continued on page 138) 
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McKINNEY HARDWARE WEEK SPECIAL #89 


2 Mail Boxes and 1 Door Knocker 
earn $14.90 Profit for YOU! 


Leil Coll-OheOLR NOW / 


New McKINNEY 
Contemporary Mail Box *680DB 


The latest, smartest design . . . brand new and 
strikingly modern! 16” long, holds all mail, all 
magazines, even small packages. Finished in Dull 
Black with Bright Brass trim. Packaged in attrac- 
tive gift box. 


Your Cost $7.75 Retail Price $12.95 
YOUR PROFIT *5.20 


McKINNEY Traditional Mail Box *699DB 


A 16” forged iron box that’s been popular with 
home owners for years. Handsomely finished in 
Colonial Dull Black with Solid Brass trim. Gift 
packaged for extra sales appeal at no extra cost. 


Your Cost $7.75 Retail Price $12.95 
YOUR PROFIT *5.20 











MCKINNEY Forged Iron Door Knocker DB12640 
Your Cost *0.00 Retail Price $4.50 
YOUR PROFIT +4.50 


Your Cost Complete $15.50 Retail Value $30.40 
TOTAL PROFIT FOR YOU 414.90 


Available now from your jobber 










McKINNEY 


SINCE 1865 


1715 Liverpool Street ¢ Pittsburgh 33, Pa. 


tn Canoda — McKinney -Shilleralt Lid. St. Catharines, Ontario 








WHAT'S NEW 








(Continued from page 136) 


a x 
f 





won't clog and offers fingertip con- 
trol. Concentrates come in bottles 
with color coded labels. Boyle-Mid- 
way Ine. 


For more data circle No. 16 on postcard, p. 139 


Autoloading 22 cal rifle 


Sportsmen will be customers for 
this small-bore autoloading rifle. 
The Speedmaster is a 22 calibre 
gun that completes the matched 
set of autoloading rifles that have 
been introduced over the past few 
years. The gun can be converted 





to a single shot rifle. Three sight 
possibilities are offered. Magazine 
capacity is 15 long rifle, 17 long 
and 20 short. Retails for $52.25. 
Remington Arms Co., Inc. 


For more data circle No. 17 on postcard, p. 139 


Fuel oil tank plastic sealer 


Here is a putty-like substance 
that can be used anywhere on a 
fuel oil tank to stop oil leaks. 
Edges, seams, and broad surfaces 


138 


can be repaired successfully with 
9-L Stop-A-Leak which can be 
applied over paint, oil or rust. 9-L 
Enterprises. 


For more data circle No. 18 on postcard, p. 139 


Semiconcealed cabinet hinge 
This cabinet hinge is specially de- 
signed for lipped doors. It is made 
of heavy gage steel with oval 
shaped convex leaf. The hinge fills 
the need for one that does not 
require exact alignment in parallel 
relation to hinges on adjacent 


CO st en a be fm > 





2, ¥g and 
3, in. insets. Comes in 16 finishes. 
Ajax Hardware Sales Co. 


doors. Available in *%%, % 


For more data circle No. 19 on postcard, p. 139 


Eight-piece caddy sets 


Here is an attractive line of 8- 
piece caddy sets of frosted and 
gold decorated 12%-oz heavy base 
beverage glasses. The glassware 
pattern, Golden Foliage, is finished 
off with a 22K gold band at top 








and bottom. Rims are also gold. 
The sets are in simulated wire cad- 


dies and sell for $4.95. Libbey 
Glass Div., Owens-Illinois Glass 
Co. 


For more data circle Neo. 20 on postcard, p. 139 


Christmas giftwrap tapes 


Here is a completely redesigned 
line of giftwrap tapes and displays 





for the 1957 season. Included are 
21 tape patterns, five new deals and 
four special counter displays. Deals 
include a floor or counter display 
free. Minnesota Mining and Mfg. 
Co. 


For more data circle No. 21 on postcard, p. 139 


Edger-trimmer attachment 

This combination edger-trimmer 
attachment is used with the Terro- 
Tiller. The tool attaches to the 





power unit quickly and easily. A 
lever is used to change the tool 
from edging position to trimming 
position. George Garden Tools. 


For more data circle No. 22 on postcard, p. 139 


Redesigned propane torch 


This propane torch LP 555, has a 
forged brass valve body and a tank 
(Continued on page 142) 
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Be sure to write name 
and address on post card. 


Please use this P. O. 
Box Address for Quick 
Check Cards Only 
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use this FREE 






CHECK CARD 


AN EXTRA 
HARDWARE AGE SERVICE 


A successful hardware dealer keeps up to date on 
What's New in merchandise. The Quick Check 
Card on the bottom of this page will help you get 
more information on new products described in this 
issue, quickly and easily. HARDWARE AGE brings 
you more new product descriptions than any other 
magazine. The Quick Check Card service will now 
get you all the information you need, quickly. 























FIRST CLASS 
PERMIT NO. 3 
(Sec. 344.9 P.L.&R.) 
New York, N. Y. 








BUSINESS REPLY CARD 


Me pestege secessery if mailed in the United States 





POSTAGE Witt BE PAID BY 


HARDWARE AGE 


Post Office Box 60 
Viliage Station 
NEW YORK 14, N. Y. 


—_—— Pe SC SSF SS 2 SF FS SF Fe e2 eee e2ee2eeweqereeeaeweewenaqoaeewaeaewacaeeeoaeaeaaeaeaeaeewaeawnaenaee eee « «= 


Postcard volid 8 weeks only. After thot use own letterhead fully describing item wanted. 3/28/87 


Please send me further information on the WHAT'S NEW items, code numbers 
for which | have circled below. 
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@ Each issue brings you dozens of descriptions of 


HARDWARE AGE than in any other magazine. 


mark a circle around the same number on the 
under the individual item description. 


will be sent you on each item. 


@ Be sure to give your full name and address on the 
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Postcard valid 8 weeks only. After that use own letterhead fully describing item wanted. 3/28/57 


Please send me further information on the WHAT'S NEW items, code numbers 
for which | have circled below. 
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Here is Your Quick Check Card 


What it is... How it works 


plays, etc., in the ‘What's New" columns. You get more of these in 


@ When you want more free information on any of these products, simply 


@ Drop the post card in the mail box. No postage is needed. You will 
quickly receive, free, complete details on the product from the manufac- 
turer. You may circle as many items as you wish. Separate information 


it clearly. We cannot service post cards with incomplete addresses. 


my 








new products, new dis- 


post card as appears 


post card. Print or type 


un 


| 6A big help for busy deal- 
| ers. Use this card for free 
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YOUR NAME ........ 2. ccc cccccecenecccresescesescens TITLE . nce cccecvces . 
FIRM wccccccccnccceccecseeee cer esesseseeesssse esses sseeesseeeses seeccces 
FIRM ADDRESS ....cccscecccesceees cece eeeeeresecesesess ee eecececes eeeeese 
CITY or TOWN.....-eseee eee eecccccssccesess ZONE....... STATE.....- cesses 
FIRST CLASS 
PERMIT NO. 36 


(Sec. 34.9 P.L.&R.) 
New York, N. Y. 


ARIE LACIE NE A Bo 








BUSINESS REPLY CARD 


No postage necessary if mailed in the United States 





POSTAGE WILL BE PAID BY 


HARDWARE AGE 


Post Office Box 60 
Village Station 
NEW YORK 14, N. Y. 













































































Please use this P. O. 
Box Address for Quick 
Check Cards Only 





Simplicity is the keynote of this hardware both from 


the standpoint of installation and operation. 


Fine precision actions on the hinges and door 


latches assure smooth trouble-free perform- 





ance. Strong, basic materials and protective 


finishes guarantee a longer service life. 


Storm Door Set 





No. 95 Latch 


be. 





No. 93 Screen and Storm Door Set 


NATIi@Q@WNAL MARUYUPACTURING CO. 
STERLING, ILLINO'ES 
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PEG BOARD MERCHANDISER 





»«+ FOR ATLAS 15¢ PACKS OF 
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Size: 11° x7” x2”. Holds 30 boxes 
et a time. Easy to refill.: All Atlas 
Ye ib. packages fit this rack. 
PRE-PRICED, PRE-PACKED— 


JUST HANG IT ON THE WALL AND WATCH THEM SELL. 
Here’s a neat, modern dispenser that keeps your stock in order, 


— and right at customers’ fingertips! It’s a great item to speed 
turnover, build profits, cut sales costs. 


WHAT'S NEW 




































FREE OFFER 


Order 90 Atlas ¥@ lb. packages—30 each of 3 fast-moving items. 
Get a “Handy-Dandy” Merchandiser FREE. Remember, these 


are full 4 lb. packages—not just 1 oz. or even less. 
Refills of any Atlas Ys Ib. package available in unit of 10 boxes. 


TURN A PRETTY PROFIT! 


Total Retail Value (90 pkgs. @ 15¢) $13.50 
Your Cost 8.10 
Your Profit $5.40 


Order one today! Shipping weight 12 lbs. 
— 90 packages with display. 
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sigs Atla 





FAIRHAVEN, MASS. * HENDERSON, KY. 


TACK 
CORP. 











® For more information 
on these products and 
services use free post 
card on page 1339. 


(Continued from page 138) 


that is interchangeable with all 
standard disposable propane tanks. 
Extra strength has been given to 
the thread section to prevent dam- 





age to the tank connection. The 
unit is priced at $5.95 complete 
with disposable tank. Turner Brass 
Works. 


For more data circle No. 23 on postcard, p. 139 


Percolator and tea maker 


The home hostess will be inter- 
ested in this carafe styled percola- 
tor and tea maker. The Pyrex 
glass unit can be used to brew 





coffee or tea and then double as a 
high style serving unit. There is 
a choice of copper or brass trim 
with a black cover knob. Retails 
for $7.95. Silex Co. 


For more data circle No. 24 on postcard, p. 139 





1957 bicycle assortment 


The 1957 line of Columbia Bi- 
cycles has 52 models for a complete 
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the only Door with 
REFRIGERATOR type Seal 


MAGNI-SEAL 


* Refrigerator 


JASCO 


Type Door Seal 


Jasco 


OVERLAP DESIGN 


Installed in 
Half the Time 


Pc 
Vw 


FULL LENGTH 
“Invisible” 
Hinge Built 
inte Door 

as Part 

of Frame 




















INSTALLED IN HALF THE TIME 
SAVES TIME AND MONEY 


JASCO ALUMINUM PRODUCTS CORP. 
New Hyde Park, New York 
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WHAT'S NEW 








@ For more information on these products and services 
use free post card <n page 139. 


range of dealer selection. Line is 
called Cyclorama. There are four 
types of bicycles in the line: bal- 
loon tire, middleweight, Speedliner 
lightweight, and conventional light- 
weight. Many models have extra 
equipment, such as new-style tank 
with electric horn on girls’ models 
of Fire-Arrow line. Trainers are 
optional on some. Catalog avail- 
able. Westfield Mfg. Co. 


For more data circle No. 25 on postcard, p. 139 


Gas-fired wall heaters 

Six gas-fired wall heaters are 
now available. Four single heaters 
include two with rear register at- 
tachments. Two dual wall units 


complete the group. All fit between 
studs on 16 in. 


wall centers. 





Furnace-size combustion chamber 
is a feature of the new units. All 
heaters may be installed with fresh 
air intakes. Optional equipment in- 
cludes automatic controls and 3- 
speed fans. Coleman Co. Inc. 


For more data circle No. 26 on postcard, p. 139 




















KRYLON 


ZOOMS SALES 
with “Big 4"" Spring Promotion 





Modern electric wall clock 


This ultra-modern wall clock will 
housewives who prefer 





interest 





contemporary furniture and decor. 
“Frill” is a clock that can be used 
in any room in the home. It has a 
petal design frame in gleaming 
brass, easy-to-read dial, front hand 
set knob and a sweep second hand. 
Retails for $8.95 (plus tax). West- 
clox Div., General Time Corp. 

For more data circle No. 27 on postcard, p. 139 


8-oz measure-mix cup 


Homemakers will be customers 
for this l-cup size Lustro-Ware 








Powerful LIFE Spring campaign . . . 6 big, compelling ads 
to pull in the customers ... with more LIFE ads to come! 


New, striking KRYLON label... giant 16-0z. can, winner 
of national C.S.M.A. aerosol label award! 


New wrought iron display rack worth $15 FREE TO YOU 
with 24 16-oz. cans! 


4 Introductory assortment of 
24 cans and free display rack for 


only $25.81 ... 40% profit... 
$1.79 bonus on your first reorder! 


Racks are designed to be easily added, 
rack to rack, as customer demand grows. 


America’s best selling spray enamels 


lf you prize it... KRYLON.IZE it 





KRYLON, INC. 


NORRISTOWN, PA. 
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sets you up for 
profits from hot wea 
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Two new integral-unit fans with expandable panels 


Arvin 20” Window Exhaust Fan with panels that expand to fit any double-hung 
frame sash from 27" to 3614" wide. Provides powerful, big-area cooling at remark- 9 5 
ably low cost. T'wo-speed operation from on-off switch, conveniently centered in 

Model 





finger-safe grille. Six-pole weatherproof induction type motor. Electronically bal- 

anced 20” blades with rubber-mounted steel hubs insure whisper-soft operation. 7839 
Even the colors are cool—antique white, with powder blue fan blades. Eight-foot 

rubber-covered cord. 


Arvin 20” Reversible Window Fan, with panels; integral-unit type with super powerful 3-speed, 6-pole 
weatherproof induction motor that reverses electrically for intake or exhaust. Here’s a prime value $ % q 
leader made to famous Arvin quality standards, with all the superior features that insure maximum 
power with wide comfort range, and the ultimate in economical, quiet operation, Model 7849 ....+++++ 


Arvin 20” portable window fans: $3995-$5295-$6495-$6995 
Also 14” models $29°% and $3295. ALL GUARANTEED 5 YEARS 


Electronics and Appliances Division Arvin INDUSTRIES, Inc., Columbus, Indiana 


Manufacturers also of Arvin Home Radios, Portable Electric Heaters, Lectric Cook, Automobile Heaters, 
Outdoor Furniture, All-metal Ironing Tables and ““Charky”’ Outdoor Grills. 
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Lolor-Coded Inventory Labels! 










NEW- 








INVENTORY 
ae 
Feet G= 


AMPBELL CHAIN er ge 


NSYLVANIA <oAm” T BURLINGTON. (OWA 
Ti\') aaa. le 


Instant, visible inventory record of each chain 
grade right on the label. No more time-con- 


suming, back-breaking physical inventory ! 






Wy sce WITH CAMPBELL’S EXACT 


“MEASURE: MARK 


CNG GDWGCG: = 
am 





iti ) 


Only Campbell gives you a complete program—at no 
extra cost—to make it easy to buy—stock—sell chain. 


EXACT MARKING 


Chain is marked precisely at every five feet for quick, 
easy, accurate chain handling. 


COLOR-CODED IDENTIFICATION 
Color markings identify each grade of chain—in or out 
of the container. Green for ‘Proof Coil’ —Red for BBB” 
—Blue for “High Test Steel’—Orange for 
Steel.” 


STANDARD PACK 
In each container, guaranteed footage by chain size and 
grade is marked on the label. Standard package cost. 





“Cam-Alloy 


Get £7 touch with your Campbell representative — 


or write us direct. You'll want the full details on all the 
many profit advantages Campbell offers you! 





CAMPBELL 
CHAIN 


AVAILABLE ONLY FROM 


CAMPBELL CHAIN Gonsany 


‘ Main Office, York, Pa. 


West Burlington, lowa « Portland, Oregon e Sacramento, Calif. 


Makers of the famous Lug-Reinforced Tire Chains 





WHAT’S NEW 











@ For more information 
on these products and 
services use free post 
card on page 1339. 


plastic measure-mix cup. The poly- 
ethylene cup has a wide rim, 
molded in graduations for liquid 
and dry measure, and is contoured. 
It is a companion to the Lustro- 
Ware 2 and 4-cup sizes. Columbus 
Plastic Products, Inc. 

For more data circle No. 28 on postcard, p. 139 


Special ceiling tile staple 

Ceiltile is a staple designed es- 
pecially for fastening ceiling tile. 
The new staples drive flush, thus 





eliminating buckled tiles due to 
protruding staples. The staple fits 
the Arrow T-50 Gun Tacker. Arrow 
Fastener Co. 

For more data circle No. 29 on postcard, p. 139 


Contemporary wall clock 


Here is a newly styled wall clock, 
Model 2H104C, for the kitchen 
with a chrome or copper finish dial, 
and floating numerals. The chrome 
version comes in a white case, black 
minute hands and red sweep second 
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WHEELING GALVANIZED WARE 


CHANNELDRAIN ROOFING 


LA BELLE HARDENED CUT NAILS 


RAIN-CARRYING GOODS 


CORRUGATED SHEETS 


One call for all... 


from the Wheeling warehouse nearest you 


Direct, Wheeling warehouse-to-you service means no 
lost business, no delayed shipments. One call results 
in speedy, on-time delivery — the same day if needed 
— of any warehouse-stocked Wheeling product. Ware, 
rain-carrying goods, sheets, lath, roofing, whatever 
you need, you get promptly. 

And Wheeling products mean repeat sales. Time- 


WHEELING CORRUGATING COMPANY ¢ WHEELING, WEST VIRGINIA 
IT’S WHEELING STEEL 


Warehouses: Boston, Buffalo, Chicago, Columbus, Detroit, Kansas City, Louisville, Minneapolis, New Orleans, New York, Philadelphia, Richmond, St. Louis. Sales Offices: Atlanta, Houston. 
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honored quality second to none and consistent adver- 
tising in strong consumer and farm publications sees 
to that! 


Make the most of this ready-made, Wheeling-made 
market. See the Yellow Pages of your classified direc- 


tory for address and phone number of the Waseng 
Warehouse or sales office nearest you! 


V4 


METAL LATH AND EXPANDED METAL 



















147 


WHAT’S NEW 








@ For more information on these products and services 
use free post card on page 139. 





hand. The copper dial version 
comes in a turquoise case with 
white hands and turquoise second 
hand. Sells for $5.98. A display is 
available to merchandise the Room- 
Mate, Starter and Radial alarm 
clocks. General Electric-Telechron. 


For more data circle No. 30 on postcard, p. 139 


Miniature pressure pan 


The youngsters will want this 
authentic miniature version of the 
Mirro-Matic pressure pan. It is 
complete with detachable simulated 
pressure control, dual metal han- 





thick polished aluminum pan is 
called “Like Mother’s Mirro.” Pan 
has a 1% cup capacity, height is 
3 in., diameter is 4 in. Retails for 
$1. Also available is a 4l-in. alu- 
minum Pogo Stick for $6.95. Alu- 
minum Goods Mfg. Co. 


For more data circle No. 31 on postcard, p. 139 


Food preparation appliances 


A meatgrinder, blender and a 
knife sharpener have been added 
to the Food Center line of appli- 
ances. All units are operated from 
a special central power unit that 
is built into the kitchen counter. 


dles 








Zi) 


All NEW for ’57... 


Patented originally and exclusively 
by CAMCO (Patent No.178,894)} 





Completely Sanitary and Hygienic 


as Required by National Code 
Retailers have been asking for it 
... demanding it — a complete 
outdoor fountain line to meet 
every home need, every home 
location — outdoor bubbliers 
that feature “no splash’ drain 
lines, 10 foot extensions, all- 
chrome construction, life time 
brass valve. Sell the really NEW 
features in '57... features that 
will double last year's sales and 
profits for you. Write or wire 
collect for full information on our 
attractive discounts and many 
dealer aids. 





ONLY COMPLETE LINE 











MANUFACTURED BY: 


®) 


63 Gorham St., Somerville, Mass 


and a ringing 


The perfect answer for outdoor bubbler 
use where faucet con't be reached 


conveniently 
too low... . 
new Model 156MB has an exclusive © 


whether too high... 
hidden behind bushes, the 


mounting bracket complete with screws 
ond 6’ flexible extension line. Bubbler 


can be mounted any- 


where within oc 12’ 
circle of faucet lo- 
cation on the side 
of house by y 

borbecve , on 
fences outdoor 


patios and playrooms 
too. Sells on sight. 




















complete Qutdbor® Bubbler’ lin 


Fostest moving seller 
during 56 redesigned 
for '57. Attaches instantly 
to any outside faucet... 
no extra ports or tools 
needed. It's as simple os 
attaching your garden 
hose. Simply press the 
button and cool, refresh- 
ing water bubbles up. 
Coupling feature allows 
gorden hose to be used 
of same time. 























The top aval ty bubbler in 
the new CAMCO line 

first for 57. It's all metol 
and finished in.gleaming 


Model 
266 




























chrome. Reinforced for 95 
heavy-duty use. The 
newest of the new on the retail 
market, including new price 
“no-splash drain line. 
Attractively gift packaged rPr 
The perfect answer for A 
those who want the very az! 
Model 266MB fully } 
equipped with mounting 
bracket, screws and 10’ 
extension con be 
mounted anywhere. ; 

) 

T 
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Corrugated Aluminum Roofing in Rolls* 
The No. 1 choice in roofing everywhere, 
QSM's aluminum roofing in Rolls is always 
a fast moving item. It’s the roofing that 
rolls on like a rug, leaving no side laps to 
leak. Build extra volume by selling QSM 


aluminum roofing in Rolls for siding and 
decorating uses, too. 28” and 48” widths, 50 
and 100 ft. lengths. *Ochiltree Patent No. 2,369,487 


Rain Carrying Equipment in both 
Aluminum and Galvanized 

Gutter, downspouting and a complete line 
of accessories are available in O.G. Box 
and Half Round. Aluminum O.G. gutter, 
pipe and accessories can be supplied in 
embossed finish. 


Quaker State Aluminum 

Reflective Insulation * Vapor Barrier 
QSM bonds aluminum with hot asphalt to a 
heavy Kraft paper giving easy to handle, 
rolled reflective insulation and vapor bar- 
rier. Available with aluminum one or 
two sides. 


QUAKER STATE 
Aluminum Lawn Edging 


Available in 4 or 6 inch wide 
corrugated rolls, 40 feet long. 
Each roll packed in attractive 
take-home box with installation 
instructions enclosed. Won't rust. 
Easily cut to length desired. 


QUAKER STATE 
Galvanized Lawn Edging 


Fabricated of galvanized steel, 
this corrugated lawn edging is 
also available in 4 or 6 inch 
widths. Comes in 25 ft. lengths 
and is packed in_ individual 
take-home boxes. 


QUAKER STATE 
Aluminum Arbor 


Designed and priced to sell on 
sight. Arbor is 24” wide by 10 
feet long, stays bright and new 
looking because it’s rust proof 
aluminum. Packed in carry- 
home package complete with 
installing accessories and in- 
struction sheet. 


QUAKER STATE 
Aluma-Props 


These lightweight aluminum 
clothes props are ideal for 
outdoor or indoor use. Adjust 
from 4/2 ft. to 8 ft. Won't sag 
or slip —can't rust. Unique slotted 
rubber top grips metal, rope or 
plastic lines under all condi- 
tions. Knurled lock collar is 
easily loosened to allow exten- 
sion of upper telescope section. 


Make your store “one-stop” headquarters for QSM Aluminum 
building and lawn products today. Write for Full Details. 
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Drop forged, carbon 
steel clevi« grab and 
slip hooks. Available 
in six sizes. Finish — 
self-colored. 


Regular 
Grab Hooks —> 


Drop forged, carbon 
steel grab and slip 
hooks. Available in 
nine sizes. Finish— 
self-colored. 












Nahe) Seay 
SALES MAKER 


with chain cutter 


Chain sales are virtually automatic 
from the Taylor Chain Sales Maker. 
Customers step right up and help them- 
selves to any of seven types and 

sizes of weldless, sash or bright chain. 
That’s why wholesalers and dealers 
alike say it’s a self-service chain depart- 
ment in itself —the most profitable 

two square feet of floor space in their 
store. Put a Taylor Chain Sales Maker 
to work in your store and see for 
yourself what it will do for you! 


TAYLOR CHAIN 
maintains a complete line of all types of chain 
fittings and attachments 


<«Clevis Grab Hooks 





S. G. TAYLOR CHAIN COMPANY 
Plants in Hammond, Indiana; 
Pittsburgh, Pennsylvania 
Contact your nearest 
jobber for all types of... 


NEW 





rolls up fast, 
profitable self- 


service sales! 


: 
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Repair and Lap Links 





Twelve sizes. Finish— bright. 


Cold Shuts “A | 
For repairing Coil Chain. : 
Use one size larger than oe 


chain itself. Nine sizes. 
Finish — self-colored. Connecting Links 


For connecting and repairing. 
Stronger than Proof Coil. 13 sizes. 
Self-colored or hot galvanized. 


Taytor Mave 


AT NAME IN 


¢ 
S 1 N¢é | 1873 














WHAT'S NEW 








@ For more information 
on these products and 
services use free post 
card on page 139. 








The power unit, meat grinder, 


blender and knife sharpener are 
priced at $74.95. The same appli- 
ances with a table model power unit 
sell for $69.95. NuTone, Inc. 


For more data circle No. 32 on postcard, p. 139 


Plastic aluminum mender 


The household repairman will be 
interested in this metal mender 
used without heat or tools on any 
damaged metal surface. The plastic 
aluminum dries within three hours 
and can be drilled, filed, tapped or 
threaded. Comes in 4 oz tubes at 
$1 each or in ™% pint and quart 
cans. Magic Iron Cement Co. 


For more data circle No. 33 on postcard, p. 159 


Self-polishing floor wax 


Foot-Note is a_ self-polishing 
floor wax that features an ingredi- 
ent for faster drying, scuff and 





skid resistance. The wax is easily 
removed and won’t discolor wood 
floors. Sells for $1.59 a quart, '%- 
gal for $2.69, 1-gal for $4.98. Point- 
of-sale material is available. 
O-Cedar Div., American-Marietta 
Corp. 


For more data circle No. 34 on postcard, p. 139 


Compact portable bit holder 


The Bit Caddy is a molded rub- 
ber bit holder that slips over the 
cord of a portable 14-in. electric 
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our keys WO new profits are in... 


New 







PADLOCKS 





No. 32 
Combination 















No. 1065 ETS 


Bicycle or Long Shackle 





No. 489 
Railroad Switch Lock 


4 





rnp eae See Cr 





No. 888 No. 170 Night Latch 


Laminated 
No. 432 
Disc Tumbler 


You can rely upon FRAIM BRAND padlocks 
and night latches for the same dependable per- 
formance and customer satisfaction for which 
SAFE products have long been noted. This, too, 
you can rely upon . . . they are priced right! 
Send for the new Fraim Catalog today. 

These products sold only thru recognized 


SFRAIM} ~:~ @ilB) rsosece and HARDWARE COMPANY 
ia LANCASTER, PENNA. 
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—its ready! Are you? 


New sales promotion plan 
can help you sell more Bath 
Scales than ever before! 















So easy! 

A sales slip 
from your store 
entitles your 
customers to this 
beautiful $5.95 
bath set 





gS. We ae ae 


¢ 

m2 
i 

> > 


. for 
only $2.95 


with the purchase of any mode/ 


COUNSELOR sam scae 


Don’t miss tying-in with this nation- Craft mat and seat cover, in gold- 
ally-advertised promotion by Coun- embroidered white chenille. All it 
selor, world’s largest manufacturer of takes is $2.95 and sales slip covering 
bathroom scales! Between April 20 purchase of any model Counselor! For 
and June 30, yourcustomersmaysend details, contact your jobber imme- 
for this handsome, regular $5.95 Dixie diately, or write us at address below. 


A GREAT HARDWARE WEEK PROMOTION FOR YOUR STORE 


ORDER FREE SALES HELPS TODAY! 


_Z <a 
; Wa over SAVE 5 
e Complete Sales Brochure \ ag | Regen ¢ e Newspaper Ad Mats 
e Full Color Window Banner Por coe MW~<>\)} e Radio and TV Spot Scripts 
e Dealer Envelope Stuffers \ \ = y yf ae 1? | Order from your jobber, or write: 
A EN = //, 





THE BREARLEY COMPANY, 2107 Kishwaukee St., Rockford, Ill. 

















ee 


WHAT'S NEW 








® For more information 
on these products and 
services use free post 
card on page 139. 





drill. It is equally handy on a work 
bench or in a tool box. Drill bits are 
always protected and won't spill 
even if the case is opened. Holds a 
set of 13 bits in 1/16 to %%-in. 
sizes. Retails for $1.98. Donart Co. 


For more data circle No. 35 on postcard, p. 139 


Car style bicycle line 


Principal features of the 1957 
Evans bicycle line are as follows: 
automobile springing action, shock 
absorbing fork, twin-jet head- 
light-horn assembly, cartype fen- 
ders, sweep back luggage rack and 





car body finishes. Also being fea- 
tured this year is the new Evans- 
Colson line of velocipedes ranging 
from tangent-spoke models to ma- 
chine spoke models in all sizes and 
shades. Evans Products Co. 


For more data circle No. 36 on postcard, p. 139 


12-gallon power sprayer 


Here is the latest addition to the 
Defender power sprayer line. This 
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Minnesota 


PAINTS 
























Clock sign 





“Penny Paint Sale” modular squares 


“Penny Paint Sale” customer 
broadside 


“Penny Paint Sale” ad mats 
Product display 
Illuminated sign 


Plastic ‘Paint Department” sign 





Wood-tone color display 


Custom color cabinet 
(294 best-selling colors) 


(060 S8200URERRERRRSUATELARTRY 


Customer loaner books 





Wood-tone customer broadside 
Banners 


Inserts , - | o 
PEP UP PAINT SALES with this com- , ee ‘a 
plete selection of merchandising fae while y=] ok C ETT i 
tools. They are designed for easy porer >t] me ET TETT 2 °F 
use... maximum impact, immediate " ais J FETE TEE 

“ rit =| -\- r = ~ =f 


customer action. You will find every- 
& thing you need from special seasonal 
promotions to colorful direct mail 
pieces and a special Color Planning 
Studio for your mass market. 
With Minnesota merchandising 
and the Minnhue Custom Color 
System in 9 popular finishes, you 
are equipped to meet and beat com- 
petition . . . to benefit from mass 
. display and appeal with lowest pos- 
a sible inventories. Get details today! 


MINNESOTA MOVES MERCHANDISE... GET THE FACTS 





Minnesota Paints, Inc. 
1101 South 3rd Street, Minneapolis, Minn. 


MINNEAPOLIS FORT WAYNE ATLANTA 


|. re \_ 











@ Please send full details on your 1957 merchandising plan 


Name 








Address 














OKLAHOMA CITY DALLAS 


City State. 








—_—————— 7 
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ONLY 


SQEEZFLO 


GARDEN HOSE VALVE 













Easy-Sell 
Features... 


ONE HAND CONTROL 
Easy, one hand use... simply 
squeeze lever and water is on at 
desired flow ... release and it’s off! 


REMOVABLE SPRAY HEAD 
Excellent for flower watering... 
twist off and Sqeezflo has a built in 
nozzle for jet-stream spraying! 


SIMPLE THUMB LOCK 
Knurled knob is easily roiled 
forward or back with thumb... 
water volume is locked where desired! 




















NATIONALLY ADVERTISED 
in. House Beautiful and the Flower Grower? 


THE SAME VALVE DOES ALL 3! 


CONTROL BETWEEN HOSES! 


e i a 


HEAD! 


Sas 





JET STREAM WITHOUT HEAD! 


WHOLESALERS AND DEALERS— 
Write for complete, profit making information. 


SQEEZFLO VALVE DIVISION 
ROTH RUBBER COMPANY 
75 East Wacker Drive, Chicago ? 


WHAT’S NEW 











@ For more information 
on these products and 
services use free post 
card on page 1339. 






12-gal power sprayer features a 
positive piston pump that dis- 
charges up to 2% gal per minute 
at pressures from 20 to 250 lb. The 
unit is equipped with a pressure 
gauge and cushion tired disc 
wheels. H. D. Hudson Mfg. Co. 


For more data circle No. 37 on postcard, p. 139 


Plastic one quart decanter 


Homemakers will be customers 
for this polyethylene 1-qt decanter, 
No. PT-750, with a self-sealing lid 





4 mR 


which can be used as a cup. The 
damage-proof, washable container 
comes in a choice of five colors. 
Packed six to a carton. Retails 
for 98¢. Plas-Tex Corp. 

For more data circle No. 38 on postcard, p. 139 


L-type hex wrench holder 

The Handy Holder is made of a 
tough plastic material that resists 
grease, oil and acid. Holes in the 
holder are slightly undersize to 


keep wrenches snug. This pocket- 
size holder comes in two selections. 
One holds a seven key assortment 
from 5/64-in. to % in. The 10- 
piece selection has keys in sizes 
from .050 to 5/16 in. Hunter Tool 
Co. 


For more data circle No. 39 on postcard, p. 139 


Plastic heavy wall pipe 

This heavy wall pipe is made 
from Kralastic resin and is de- 
signed for use where rust and 
corrosion are problems. The pipe 
is manufactured to Schedule 80 
iron pipe standards and is avail- 
able in % to 6 in. sizes with a 
complete line of fittings and nip- 
ples. Crescent Plastics, Inc. 


For more data circle No. 40 on postcard, p. 139 


Molded vinyl Easter toy 


Parents will be customers for 
this vinyl Easter toy. Begging 
Rabbit is flesh colored and holds 
a bright red basket. This newest 
addition to the Sun line of vinyl 





toys squeaks and whistles when 

squeezed. Sells for 79¢. Sun Rubber 

Co. 

For more data circle No. 41 on postcard, p. 139 
(Continued on page 159) 
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Never rusts, 
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FITS-ALL No. 5 


Grilles No. 5, 


packed in colorful cartons. 6 to Carton 


























FITS-ALL No. 2 


A rich-lookin 


Now Available in ... 


h. 
dulls. 








everlasting finis 
tarnishes OF 


A bright, 
Never rusts ’ 


ry satin 


9, brilliant finish. dew s 


A beautiful soft, silve 
tarnishes OF dulls. 


seh Will not rust, t 
finish ar Gu. 
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FITS-ALL NO. 8 





Here's a graceful new grille 
that is selling like hotcakes. 
Patented ‘“‘flower- pot" style 
holder makes it easy to in- 
stall and adjust this grille on 
nearly any standard size screen 
door. Individually packed in 
colorful carton. 

















SURFACE CLAMPS 


These clamps make it 
easy to install grilles 
on the surface rather 
then between stiles 
Furnished with No. 5, 
FS, 8 and 9 grilles. 











= 


FITS-ALL No.9 FITS-ALL No.S6 FITS-ALL No. FS 


9 and S6 individually Packed 


FITS-ALL NO. 1. Instantly adjustable to all 
screen doors. Accordion-like action permits ex- 
pansion from 16 to 30%”" in width between 
stiles and from 40%” to 30%” high. Squared 
vp size is 30%,” x 30%’’. 12 to carton. 


FITS-ALL NO. 3. For lower section of door 
with cross-bar. Fully adjustable from 14” wide 
and 32%” high between stiles to 25’’ wide and 
25” high between stiles. 12 to carton. 


FITS-ALL NO. 4. For upper section of doors. 
Adjusts from 1914” wide and 34” high between 
stiles to 33%” wide and 20%” high between 
stiles. 12 to carton. 


FITS-ALL NO. 7. Adjusts from 14” wide and 
33%”" high between stiles to 26’ wide and 26/’ 
high. Squares up at 26” x 26’. 12 to carton. 





M-D PUSH GRILLE No. 15 


























M-D MESH GRILLE NU-WAY GRILLE 





SCREEN DOOR GRILLES 

























A graceful addition to any door Made especially for combination 
-—wood or metal—16’" high for doors. 12 te carton. 
32” or 36’ doors. 12 to carton. 


ORDER TODAY—your order will 
receive prompt shipment. 


MACKLANBURG-DUNCAN CO. 


P.O. BOX 1197 * OKLAHOMA CITY 1, OKLAHOMA 
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Pras 
sh Grille No. 4 


A graceful push 
grille 4” high for 
32” or 36” doors. 
12 to carton 

M-D 

Push Grille No. 6 
A handsome, low- 
priced push grille 
for aluminum or 
wood doors. 12 to 
carton, 


M-D PUSH GRILLE No. 16 





Why hundreds of dealers 
have already ordered this 
garden hose display stand... 


Front and ee 
merchandising panels 

at eye-level hold actual 
hose samples, and 


NG ; ee: oy ‘ 
show water-flow Pe . pe _ F * CW gma tt ° 
avaltehis through he OE eee fee A N eee ee e a beautiful 
each type. ne ii = ; ; 

. store fixture—ideal for year-around use. 


%* Acomplete self-selling unit — 

which encourages the customer to 

i \ 4 Free sell himself “up” to better 
grades of hose 





% 4lengths of hose are included 

free. When you sell these 

4 lengths—you get back 

the entire price of the display 
stand plus a profit 


"** Made of glistening 
tubular aluminum, 


this compact stock-carry- 
ing display is mounted 
on heavy-duty casters; 
moves easily in any 
direction. Modern com- 
pact design requires only 
5 ft. x 2 ft. of floor space, 
yet accommodates more 
than 1500 feet of hose. 


* Big Casters 
ator, See. ) 


For further details see your Gates jobber 


salesman, or write direct to The Gates Rubber 


<P» Company, Sales Division, Inc., Denver, Colo. 


The Mark of Specialized Research 


sae 
Rubber 


'Gates..:..GardenHose 


TPA 23 








































All-Luminum Products’ Lightweight 


FOLD-A-WAY 


This lightweight, all-season, multi-purpose featherweight 
table does everything, goes everywhere! Unfolds at the 
touch of a button; folds in seconds for storage or carry- 
ing on its own Jewelite handle. Extra-large, Fiesta em- 
bossed top. For patio, picnics, camping, work, hobbies, 
games... order yours now! 







ba => 
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This is the season for folding table 
profits, and the line that gives ‘em to 
you, without cut-price competition, is 
: ALL-LUMINUM PRODUCTS, world’s 
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HOSTESS MODEL ‘C.’ 27” x BANQUET MODEL ‘B.’ 30” 
60” top. Only 19 Ibs. Serves 8. x 72” top. 27 Ibs. Serves 10. 





KIDS LEARN AS THEY PLAY WITH 


STUDY 'N’' GAME TABLE 


* Complete with Games Worth Over $9.95. 
* Designed by leading child psychologist. 





Now for your child . . . his or her very own table for study, 
hobbies, parties. Opens at the touch of a button, or folds 
away in a flash for storage or carrying! Sturdy, lightweight 
steel . . . colorfully lithographed with a host of indestructible 
games and other activities that help aid develop important 
mental and manual skills. Perma-Clad finish needs no care. 
Gaily gift packaged—a superb, thoughtful gift to keep chil- 
dren occupied, help them learn while they play! 


STUDY ‘N’ GAME FOLDING TABLE. Size is 21%” x 60” 
x 25%” high; folds to 21%” x 30” x 3”. Wt. 17 Ibs. 


All this play-learn equipment included 


Je gi ena 


Crayons Pad Magnetic Darts Racing Game Pieces 


Die Doll House Checkers ‘‘Skelly’’ Pieces 


SO MUCH TO DO WITH THIS USEFUL 
STUDY ‘N’ GAME FOLDING TABLE 


¢ Drawing board with crayons ¢ Exciting Racing Game 
e Magnetic Dart Board Game « Seats 8 to 10 children 
e Educational Geography Game e¢ instructive Presidents 
Game ¢ Table becomes Art Easel * Fun-Packed ‘“‘Skelly’’ 
Game « Complete Game of Checkers ¢ Build-your-own 
Doll House © Build-your-own Space ship ¢ Use for 
Homework, Parties « Complete multiplication table, weights 
and measures and other facts on table — plus pictures and 
facts about U.S. Presidents and every State * Complete 
Instruction Book. 






















ALL-LUMINUM . . . THE LINE WITH THE PROTEGE 


Only your jobber sells these fine 
* te chairs that keep you in the outdoor 
furniture business profitably! 


Even these beautiful color illustrations can’t do 
justice to these beautifully styled, sturdily made 
folding aluminum chairs! Your customers will snap 
‘em up with extra profits for you. Nationally adver- 
tised, reasonably priced, this line protects your 
profits because you buy like everyone else, at the 
same price . . . through your exclusive local dis- 
tributor. No large inventory, either, because they're 
delivered from local stocks! Get in on the profits 
... Call your distributor now! 


UPHOLSTERED CHAIRS. Viny! 
| cushions on helical steel springs. 
A — Model 255 Coral or green print. 


A — UPHOLSTERED LAWN KING. 
For armchair comfort. Open, 31” 
x 2642” x 19” seat. Wonder-folds 
to 2642” x 26” x 5”. 8% Ibs. 


B — UPHOLSTERED CHAISE-KING. 
Fingertip adjustment relaxes spa- 
cious chaise to any of 4 posi- 
tions. Open, 42” x 2842”; 4414” 
seat. Folds in one motion to 
38” x 28%” x 10”. Only 17 Ibs. 


SARAN WEBBING. Gay carnival 
pattern — Green/White; Coral/ 
White; Charcoal /White. 


C — LAWN KING. “Wonder-fold’’ 
comfort chair. Open 31” x 2612”; 
18” seat. Closed, 4” x 25” x 26”. 
642 Ibs. 


D— FOLDING CHAISE-KING. 
Fingertip adjustment of arms 
relaxes chair to any of 4 posi- 

Cc — Model 250 tions. Open, 42” x 2842” x 46” 
seat. Folds to 3542” x 2842” x 
10”. Only 11 Ibs. 


E—FOLDING CONTOUR-KING. 
Shift in weight adjusts to up- 
right or contour position. Open, 
15” x 4642” x 2642”. Folded 14” 
x 45” x 2642”. Tenite arms; Yel- 
low or Green plaid Saran. 13 Ibs. 


F — COMFORT COT. Perfect light- 
weight guest bed. Double sewn 
Saran on 1” aluminum. Open 
73%” x 27” x 1642” high. Folded 
36” x 27” x 3%”. Only 6% Ibs. 


ap en thaw, 
Color as shown. SEE OTHER SIDE 


















NEW! Soll itcelf 


@® For more information 
on these products and T re Y OUR 
“HOME-HANDY MAN’ CUSTOMERS! 












services use free post 
card on page 139. 












(Continued from page 154) 
Automatic coffee maker 

Housewives will be customers 

for this 12-cup automatic coffee 


maker. The Farberware Holiday 
features a styling known as Sunset 
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Shuford’ 
wror fe Handy 
DO-IT-YOURSELF Kit 


“ALL-PURPOSE” Contains 18-ft. contin- 


ous length weather strip 
. enough to seal the 


WEATHER STRIPPING = 22%-'== 


SELL it to SEAL: 


Hammer and scissors only 
tools needed. (Can be 
@ Windows and doors 
@ Loose-fitting storm-sash and 


vere ts -: 
* 


~-* 









Trim. This electric coffee maker is 
the latest addition to the Farber- 
ware stainless steel line of cook- 
ware and appliances. S. W. Farber, 


Inc. 
For more data circle No. 42 on postcard, p. 139 
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improved flexible pipe 











Carlon polyethylene flexible pipe screening 
now includes a new additive that a > a around pipes, air ducts, 
etc. 






prevents the pipe from environ- 
mental cracking. Carlon Products 
Corp. 


For more data circle No. 43 on postcard, p. 139 






@ Cracks or seams around sinks, 
floor molding, window air 
conditioners 











... Dozens of other uses in 
and around the home! 







Hardboard beveling tool 


Craftsmen and hobbyists will be 
customers for this redesigned bev- 


Shuford’s “All-Purpose” Weatherstrip- 
ping permanently seals out weather, 
bugs, dirt and noise . . . cuts fuel costs 
by reducing heat loss and eliminating 
drafts. 


Made of 100% virgin vinyl, Shuford’s 
Weatherstripping is flexible . . . easily 
fits any shape opening. Resists moisture. 
Won’t crack or peel, even under extreme 
temperature changes. Can be painted. 


Order TODAY from your dealer, or write 































Compact, eye - catching 
display carton holds one 
dozen individually wrap- 
ped kits (white, oak 
brown and gray.) Ship- 
ping container, one gross. 
Stock this high - profit 
item NOW. 


Also available on 4500 
foot reels. 


















GR 
MANUFACTURERS OF Shufo rd se 
Clothes Lines © Twines ® Sash Cords Sta i (< oe 
Pressure-Sensitive Tapes © Weather Stripping Mill 
@ Vinyl Extrusions HICK $s, 1 
ORY. N Cc 
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"EQUIPMENT 


Fishermen of every type have long 
regarded Old Pal as high quality equip- 
ment they can rely on; equipment that 
will give them years of enjoyable, 
trouble-free use. 

Dealers have found Old Pal to be a 
best seller, year after year. The Old Pal 
name brings new customers in... 
keeps old customers coming back. 








Favorites 


No. 370 
Plastic 
Tackle Kit 


Ideal for spin 
fishing. Features 

casita Ee a eee two clear plastic 
hinged lids with positive locks that open indi- 
vidually. Lures are clearly visible at all times. 
New style piano type hinge guards against 
breakage. Equipped with belt loop. Sixteen 
compartments. 


Fe 


No. 10 Kidney 
Shape Bait Box 


Heavy gauge, one-piece 
steel body. Hinged steel Ba 
lid. Green enamel finish. 
Belt loop fastens without § 
opening belt. 





No. 15-10 GF 
Minnow Bucket 
Galvanized, floating model. 
Two-Piece, Round, Perfo- 
rated Inner Pail. Comfort- 
2 able, full-size wood grip on 

» handle. Positive acting 
clasp locks lid tightly. 
10-qt. capacity. 






No. 10F Air 
Feeder Bucket 


Round; solid fiber cover. 
Strong, welded steel wire 
frame. 10-qt. capacity. 





No. A6éS Galvanized 
Wading Minnow Can 
Oval shape; galvanized 
steel body. Deep drawn, 
perforated lid with con- 
venient handle. Equipped 
with 48°’ adjustable 
shoulder strap. 2-qt. 

capacity. 
Order your profit-building OLD PAL Fishing 
Equipment from your wholesaler, now! 


Write for complete catalog 


OLD PAL, INC., Subsidiary of 


Animal Trap Company of America 
Lititz, Pa. « Pascagoula, Miss. « Niagara Falls, Can. 
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BWHAT’S NEW 























@ For more information 
on these products and 
services use free post 
card on page 139. 


eling tool for use on hardboard. 
The tool is also offered at a new low 
price, $2.50. The Bevil Devil 77 is 
made of hard maple with a carbon 
steel cutting blade that can be 
sharpened. The tool provides a 
clean uniform depth and angle 
bevel on any grade of hardboard. 
Kimball Mfg. Co. 


For more data circle No. 44 on postcard, p. 139 


Putty knives and scrapers 


New handles have been put on 
this line of putty knives and 
scrapers. The handles are made of 








Super-Dylan, a plastic that is in- 
soluble in paint remover, lacquer 
thinner or other similar solutions. 
Goodell Co. 


For more data circle No. 45 on postcard, p. 139 


Bathtub sealer moulding 


This tub sealer moulding offers 
a new design that makes a double 





+ FLANGE 
On SINK 
OR TUB 
















water seal at the joint of wall and 
wash basin or tub. The moulding 
seals the tapered wall flange, on 
modern tubs, with one set of 
grooves. A second set of grooves 
goes against the wall above the wall 


joint. Youngstown Mfg., Inc. 
For more data circle No. 46 on postcard, p. 139 


Contemporary door knobs 


These two modern door knob de- 
signs have been added to this line. 





One is tulip shaped and the other 
is a rounded standard knob. Both 
have 2%%-in. roses that are large 
enough for all replacement work. 
Each has pin tumbler security, bull 
nose bolt and deadlocking or spring 
latch. Available in brass, bronze 
or aluminum. Dexter Lock Dvuv., 


Dexter Industries, Inc. 
For more data circle No. 47 on postcard, p. 139 


Three-piece ash tray set 
Household hostesses will be cus- 

tomers for this 3-piece nesting ash 

tray set. The glass trays have col- 





ored undersides in blue, yellow or 
red. Mix-’em and Match-’em sales 
are a natural with these three set 
colors. Retail for 69¢ per set. 
Hazel Atlas Glass Div., Contt- 


nental Can Co. 
For more data circle No. 48 on postcard, p. 139 
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Deluxe outdoor barbecue tools 


Here is a 3-piece outdoor bar- 
becue tool set with black hard- 





wood handles, polished aluminum 
caps and ferrules, and black leather 
thongs. This deluxe Androck set 
includes a 2-tined, 22-in. fork, 22- 
in. hamburg turner and chef’s 
knife. Retails for $14.95. Other sets 
with 5 to 7 pieces are available in 
gift boxes. Washburn Co. 


For more data circle No. 49 on postcard, p. 139 


Thirty-in. bunny balloons 
Youngsters will want these 30 
in. high Qualatex bunny balloons. 
The balloons come in assorted col- 
ors, complete with feet and are 





offered as an Easter promotion. 
Three packaging arrangements are 
available. One offers a free wire 
rack with an order of 6-doz plastic 
bags of balloons. Pioneer Rubber 
Co. 


For more data circle No. 50 on postcard, p. 139 


Versatile wall-hung closet 


Here is a space saving, wall 
hung closet combination with sy- 
phonic action reverse trap bowl 
and concealed tank that can be in- 
stalled in any 6 in. wall The unit 

(Continued on page 164) 
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Hardware Dealers Increase Sales and Profits 
In Their Electrical Department 


a he ' C... 


Se8 wo 
222 e22 


Ser ELECTRIC HOUSEHOLD NEEDS 


“sce FOR EVERY PURPOSE* SERVE YOURSELF NOW 











Display Courtesy of Reflector Hardware Co. 


There’s no great mystery to increasing sales in your electrical supply dep’t. The 
smart retailer realizes that this is his “bread and butter” dep’t. Here he makes his 
most consistent sales and here is one of the “highest percentage of profit” dep’ts 
in his store. 


Drawers, haphazard bins and shelves no longer are suitable; for these items 
tie in with today’s “do it yourself” theme and lend themselves to self-service sales. 
Set aside an island display where a customer can browse through and see easily 
the many items he can use. 


The above picture is one way to effectively and profitably merchandise your 
electrical supplies. One side of the display contains a full line of Eagle quality 
electrical devices. The other can be used for related items and tools that go into 
doing a complete electrical repair job. 


You'll find that only Eagle offers a complete line of over-the-counter electrical 
wares. Eagle products are modernly packaged for fast self-service sales. All the 
dealer need do is display the merchandise—it sells itself. 


For over 35 years hardware dealers have had complete confidence in the nation- 
ally famous Eagle trademark. They know that all Eagle products are fully guar- 
anteed and most important, are “consumer accepted.” 


The sales and profit picture for your electrical supply dept can be a very rosy 
one. Take advantage of it—and be sure—specify “Eagle” products when you order 


from your wholesaler. 
The new 1957 Eagle catalog and price list is now available. Write for your copy. 


Stop in to see us at Booth #43 at the 4th National Electrical Industries Show, 
April 8-11, 71st Regiment Armory, New York City. 


EAGLE ELECTRIC MANUFACTURING CO., Inc. 
Long Island City 1, New York 









It’s your promotion 
... you name the 
products and brands 


“Operation Shower” is out to help you sell 
steel gifts for the bride: housewares, traffic 
appliances, decorative items, stainless flatware, 
TV sets; anything made with steel makes an 
appropriate shower or wedding gift. There are 
no brand restrictions. It's your promotion! 


You can make 
your store a 
Bridal Gift Center 


“Operation Shower” will help you get a-bigger 
share of the bridal gift market. In both national 
and local advertising, U. S. Steel will promote 
the selling slogan, “Shower the bride with Life- 
time Gifts . . . Give her gifts of steel.” Your 
tie-in advertising and displays will bring the 
family and friends of the bride to your store to 
buy steel gifts. 


SHARE 


SELL STEEL GIFTS FOR 


You get lots of 
advertising support 


1500 hometown newspapers will carry “Opera- 
tion Shower” advertising in June to support 
your local promotion efforts. 

4 TV commercials on the U. S. Steel Hour, 
June 5 and 19, will create consumer enthusiasm 
for gifts of steel. 

A 4-color spread in the July issue of Vogue 
magazine will establish the steel shower as be- 
ing smart, fashionable. 

An 8-page pull-out ad in the April issue of 
Forecast for Home Economists will reach the 
country’s 50,556 home economics instructors 
who are training today’s and tomorrow’s home- 
makers. 


You can boost your 
sales of steel gifts 


“Operation Shower” is setting the stage for steel 
gifts sales. Now it’s up to you to bring customers 
into your store. You can do it with advertising in 
local newspapers, on radio and television, and 
through direct mail. You can attract attention to 
your part in the promotion with store and win- 
dow displays. 


iN THe 











‘Us UNITED STATES STEEL 
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PROFITS OF 


Shuey 


THE BRIDE THIS SPRING 


You get free 
display material 
and selling ideas 


U. S. Steel has prepared an “Operation Shower” 
Promotion Kit, complete with merchandising 
tags, banners, a colorful poster, merchandising 
plans, display ideas, sample newspaper ads, 
radio scripts, reproduction art of the promotion 
symbol and slogan for advertising use. 


Send this coupon 
for your free 


(rnin her 


PROMOTION KIT 


~ 








HARDWARE AGE, MARCH 28, 1957 


wae ee a a es 






Shower 
the Bride 
with 


Robert C. Myers, Director 
Market Development Division 
United States Steel 
Pittsburgh 30, Pa. HA-3-28-7 

Piease send me the free ‘Operation Shower” 
Promotion Kit. 


NAME 





FIRM 





ADDRESS 





CITY 





STATE 











WHAT’S NEW 


® For more information 
on these products and 
services use free post 
card on page 139. 








(Continued from page 161) 


operates with normal water pres- 
sure in standard size pipe or 
tubing with no special drain re- 
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Seana New 8 Ounce Can. 


** Sales of power mowers, out- 
boards, and other small gas 
engine units are setting new 
records. These units have one 
thing in common: They must be 
clean to work efficiently. That's 
where you and Carb Master come 
in... for big sales . . . more 
money. In its new 8-oz. can, Carb 
Master is a cinch to use. ..a 
cinch to sell! 
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Carb Master from your 
or write direct 


— Order 

ea bber right now, 

2 ‘* meets Don't lose another day. 
Oo FUSS 

No muss ..-N 

JUST POUR . .. NO MORE 
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AND HERE’ '§ 
THE PRODUCT TO 
. WITH 
BIG PROFITS! 
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Only 2 ounces of Carb Master 
per gallon of gas . poured 
directly into the gas tank 
thoroughly cleans the fuel system 
of all gum, varnish, and moisture. 
It's ideal for cleaning carburetors, 
too . . . nothing to dismantle. 
Engines start faster, idle more 
smoothly, and give a steadier per- 
formance ... at more hours per 
gallon. Carb Master is also an 
excellent gas tank anti-freeze. 


prooucts WORK WHILE You gi, 


Rust Master 


<9 CAI CORP 


C=) 
os 















quirements. Saves from 6 to 9 in. 
space in the home bathroom. 
Ingersoll-Humphryes Div., Borg- 
Warner Corp. 

For more data circle No. 51 on postcard, p. 139 


Milk glass reproductions 


Here are four milk glass repro- 
ductions of an early McKee pattern 
called Plymouth Thumbprint. The 
pieces are an 8 oz goblet, a 6 oz 
sherbet, an 11 oz tumbler and a 
5 in. nappy or finger bowl. Each 





individual gift 


comes. in 
boxes or in sets of four also gift 
packed. Single pieces sell for $1. 


piece 


Sets sell for $4. McKee Div., 
Thatcher Glass Mfg. Co. 


For more data circle No. 52 on postcard, p. 139 


Contrasting tile colors 


Kentile’s Carnival and marble- 
ized asphalt tile line has been 
expanded to include 15 new colors 
mottled in contrasting hues. All 
color combinations are coordinated 
to permit intermixing for numer- 


ous design variations. Kentile, Inc. 
For more data circle No. 53 on postcard, p. 139 


Flexible plastic doily 


Hand crocheting is simulated in 
this 12-in. flexible plastic doily. 
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This is the fifth in this line of 
doilies in 4%, 6%, 814, and 9% in. 
sizes. All sizes come in solid color 
or assorted color packs. Available 
in white, turquoise, yellow and 
pink. Packed four to a plastic bag. 
Retails for 98¢. Selfix Products Co. 


For more data circle No. 54 on postcard, p. 139 


Translucent awning fabric 


Homeowners will be interested 
in this saran awning fabric, Lu- 
mite 909 Saran. The material re- 
quires no seasonal take down, is 
translucent, does not trap air, 
cleans easily and resists fading. 
Lumite Saran comes in solid colors 
of white, blue, green, maroon, and 
vellow. Also comes with a green 
and a maroon stripe. Lumite Div. 
Chicopee Mills, Ine. 


For more data circle No. 55 on postcard, p. 139 


Combination home bar caddy 


Household hosts and hostesses 
will be customers for this combina- 
tion Bar Caddy. The handy tool 
provides all of the tools needed to 
service the home bar. Included are 
a muddler, ice crusher, jigger, 
corkscrew and bottle opener. Re- 








tails for $1.98. Packed 1% doz toa 
counter merchandiser. Jrvin Ware 
Co. 


For more data circle No. 56 on postcard, p. 139 


Auto body scratch remover 


Duro Auto Body Scratch Re- 
mover is used to wipe way surface 
and paint blemishes on automobile 
bodies. The scratch remover is 
packaged in a 3-oz. tube, 12 indi- 
vidually boxed tubes to a self-sell- 
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ing counter display carton. Lists 
for 75¢. The item is a natural com- 
panion sales item with automobile 
polish. Woodhill Chemical Mfg. Co. 


For more data circle No. 57 on postcard, p. 139 


Bubbler, piston-grip nozzle 


Your outdoor living customers 
will be interested in these two 
items. Outdoor faucet bubbler 
threads on any outside faucet and 
permits simultaneous operation of 


garden hose. Bubbler has hygiene 
guard, push button valve, chrome- 
plated cast body and styrene bowl. 
Retails for $3.95. Pistol-grip noz- 
zle is made from zinc die-casting. 
Finger pressure on the trigger 
controls the spray. An adjustment 
wheel, controlled by the index fin- 
ger, locks trigger in any position. 
Nozzle retails for $1.75. Scovill 
Mfg. Co. 

For more data circle No. 58 on postcard, p. 139 


(Resume reading on page 13) 








WHEN YOU PLAN WITH AN 
M&D STORE PLANNING 
ENGINEER AND INSTALL 
M&D STORE FIXTURES 


Let the M&D QUALIFIED Store Planning Engineer show you on the premises—right in your store — 


df the best possible floor pian 
7 the proper type of fixtures 
¢7 the right fixture accessories 


SO THAT EVERY INCH OF YOUR SELLING FLOOR SPACE IS PUT TO WORK PROFITABLY 


THIS is why M&D fixtured stores have become the 
standard — THE FIXTURES OF CHOICE — in Hardware 


Stores all over the nation. 


And because these premium quality fixtures are sold 
nationally on such a large scale, prices are competitive. 
You get the best — without paying a premium when 


you order M & D. 


M &D is represented nationally by the leading Hard- 
ware Associations and large Wholesale Hardware firms. 
Contact your local association or Wholesaler for cata- 
log and general information. OR 
lf you're planning over-all store improvements — a new 
store —or just a sectional upgrading. Whether it’s dis- 
play islands—gondolas—platforms—or wall sections, 
let the M & D man assist you with your plans without 
charge. 





Wall Cases C) 





NAME 


TEAR ME OFF AND MAIL ME TODAY to our nearest office, please. 


Have your Store Planning Engineer contact me. I am interested in: 
Complete Store Installation j§ Upgrading or remodeling U 
Islands() Platforms) 
M & D Store Fixtures, Inc. 

245 Vineland Avenue — La Puente, California 


or 
502 South Green Street — Cambridge City, Indiana 


Gondolas (1) 














STATE 
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NEW 


KLEIN 


CATALOG 
FOR 
e LINEMEN 
e ELECTRICIANS 
e INDUSTRY 


































































100 years ago in 1857, Mathias 
Klein opened a little forge shop in 
Chicago. Out of this has grown the 
national institution known as 
Mathias Klein & Sons. 


To dramatize this 100 years of 
service to industry, Klein has pre- 
pared a completely new catalog. 


It contains illustrations and de- 
scriptions of the wide range of pliers, 
grips, climbers, belts, safety straps— 
the tools and equipment needed by 
linemen, electricians and industry. 

A new feature is a section giving 
the dimensions of each plier—length 
of handle, length of cutting knives, 
width of head, size of point, etc. 

This Klein Catalog No. 100 will 
be of interest to linemen—electricians 
—good workmen everywhere. A copy 
should be in the hands of every pur- 
chaser of good tools. Write for yours. 


ra KEEIN & Sons 


CHICAGO 45, ILLINOIS 


0 McCORMICK ROAD « 





TO HELP YOU SELL 








or floor. 


@ For more information on these products and services 
use free post card on page 139. 


(Continued from page 13) 





Measures 16 x 24 in. and 
stands 52 in. high. Case comes 
free with any of five brush assort- 
ments. David Linzer & Sons, Inc. 
For more data circle No. 59 on postcard, p. 139 


Lubricant spray container 
Perma-Glide, a dry lubricant that 
permanently lubricates moving 
parts, is now available in 6-o0z aero- 
sol spray cans. The non-oily sub- 
stance provides lubrication at tem- 
peratures ranging from 100 degrees 
below zero to 750 degrees above 
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zero. Retails for 98¢. Flamemaster 
Chemicals, Inc. 
For more data circle No. 60 on postcard, p. 139 


Handy hinge type selector 

This hinge selector simplifies the 
selection of hinge types for specific 
door and frame construction. The 
4-card selector is 4 x 9 in. and 
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made of stiff cardboard with spiral 
binding. Third and fourth cards 
on the selector have an enclosed 
slide rule to indicate the correct 
hinge type. Stanley Hardware Div., 
Stanley Works. 


For more data circle No. 61 on postcard, p. 139 


Brick merchandising aid 


Customers will be attracted by 
this 3-section folding screen for 
displaying E-Z Decorative brick. 
The screen comes in two 


. 


78 in. wide by 32 in. high (shown) 


sizes: 





and 78 in. wide by 65 in. high. Each 
panel holds sample applications of 
Roman and regular style E-Z brick. 
The brick is a cork material do-it- 
yourself item that looks like brick. 
E-Z Decorative Brick Co. 


For more data circle No. 62 on postcard, p. 139 


Threaded nail merchandiser 


Here is a carousel counter dis- 






































play that features a dozen different 
types and sizes of Stronghold and 
Screw-Tite threaded nails. Each 
type is in transparent envelopes 
retailing at 29¢ each. Blue and 
red labels identify the contents of 
packages. Independent Nail & 
Packing Co. | 
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Hose nozzle display card 


Aqua-Gun hose nozzle now comes 
attached to an eye catching green, 


|, Melnors 


hose nozzl 


Can be lqcbed aad covet 
ah » eek of green rege x 
« SHOTS OFF 

INSTANTLY 


et wel 8 wrge Upeere 


aan teneen tee | = Ee RETAIL PRICE ‘a ; UPGRADE YOUR 





black and white display card. The a oI" La HAND SAW SALES 
strong cardboard display is sore ‘ 
punched for use as a self-service | | q WITH THE 
item on perforated paneling. Mel- 4 ’ 

nor Industries, Ine. 


—Ask Your FULL 
Wholesaler —. 


SANDVIK LINE 
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Pipe nipple identification 
Pittsburgh is now color coding 


seamless steel, wrought iron and | | @Famous SANDVIK Swedish e Taper ground... high crown 
charcoal steel 


e Four brass screws 

ey 'ooK alike | © First line quality — Fully guar- oe 
but which pipe nipple is which? : anteed . per ge in attractive individ- Ve 
val cartons as 





e Laminated plywood handle 
attractively branded with e Eye catching ‘Tell and Se!!’’ 
etched Viking design tag 





VIM STEEL, INC. 


. ; Saw & Tool Division 


Yew can’t tell unless 





© ... with identification that can't come off ° Fair Lawn, N. J. 


some welded steel pipe nipples. Roll ss : ‘$S-123 

















indented markings have also been | SANDVIK STEEL, INC., Saw & Tool Division, Fair Lawn, N. J | 
added to help identify the items. ) | a Sous bivk fad ainda Gunite we. i 
The color and markings will denote | | 
the type of material, the A. 8. T. M. i LI a j 
specification, weight or schedule Lae ! 
number and grade. Pittsburgh Nip- | Address__ } 
ple Works, Ine. ee. State. | 
For more data circle No. 65 on postcard, p. 139 | = es | 
“eg ular t oles le x eo 4iBy 
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DALTON °s AGAIN... 


with a SENSATIONAL, NEW, LOW-PRICED 
All-Purpose Cutting Tool that will Take 
Your Hobby and Homeowner Trade by Storm! 
IT'S THE NEW MODEL D-600 
PORTABLE 
DALTON fprcstt JIG SAW 
with 
Grip-Switch 
Handle—and 
Featuring a 
New, Unique 
SQUARE 
RECIPROCATING 
SHAFT 
With this revo- 
lutionary im- 
provement, 


Pressure ig 
distributed evenly over 












two surfaces of the 

Sauare Reciprocating 

Shaft as Saw is fed 

into material being cut—pre- 

venting blade from twisting— " 

giving you a clean, true cut. Retail 
Has Other Exclusive Features $29.95 
to Help You Sell More Saws Complete with 

It saws circles, straight lines, 3 Different 

intricate designs in wood, plas- Blades and 

tics, metals, composition Allen Wrench 

boards. ete. Grip-Switch han- 








dle provides COOLER han- 

dling, better control. Special built-in motor insures 
fast feeding speeds—no jumping or chattering. 
Oilite bearings are locked in place. Has 3-condyc- 
tor cable and adapter for safety. Makes own 
starting hole for inside cuts. Air stream blows 
sawdust off guide line. Light weight, well bal- 
anced. Saw is mounted on an angie, pitching 
blade slightly forward and resulting in faster. 
easier, truer cuts. 


Another New Item from DALTON 
with BIG Profit Potential for You! 








N ew DA LTO N MECHANICAL 
SAWHORSE a 





Made in Two 
Sizes — 24" and 
30°' Heights — for 
Home, Shop and 

Form Uses. 





Sturdy. All-Steel , 
Construction with Retail 
Wide Saddles ve * 

for Holding atthe $4.90 


Crossbar Secure- ‘ 
ly. Crossbar can 30°" High $5 80 
be Any 2” Lum- Legs. Pr. - 
ber—in Any Length! ' Slightly Higher 
on West Coast 


These Features Make Selling Quick & Easy: 
Fully Mechanical—requires no nails. bolts or 
ecrews. Safe—can't slip, wiggle or fall apart, 
Sturdy, Quality Built—made of heavy gauge steel, 
fabricated for strength, gray enamel finish. Con- 
venient. Portable—has self-locking braces—assem- 
ble sawhorse on the job, fold in a flash for storage 
or carrying. Use for ping pong, train and banquet 
tables, platforms, carpenter's horse, barricades. 
etc. Will safely withstand a load of 1500 Ibs. 


a SPEE-DEE 
=. Sawhorse brackets 
with the Exclusive 
Flanged Nail Holes 
for Quick, Easy 
Disassembling. 
Takes Dressed 
or Common 2 









Pat. 

Pend. X 4 Lumber 
3 Produces a sturdy 
sawhorse that won't 

fall apart when 


lifted by rail! Employs nails to se- 
cure assembly. Made of heavy gauge 


Pr. $1.79 


Slightly steel, rust resisting finish. Use 
Higher on for ping pong, train, display tables. 
W. Coast carpenter's horse, etc. Dismantile for 


In display pkg. 
Your Jobber Stocks, or Can Get for You! 


DALTON MFG. CO. 22... Centra! Ave. 


St. Louis 5, Mo. 


earrying or storage. 


168 




















TO HELP YOU SELL 








(Continued from page 167) 
Wrench display-dispenser 


Here is a small inventory deal 
for Hy-Bar Knuckle Saver offset 
open end wrenches. Two dozen 
bright plated, forged steel wrenches 
in 6 sizes from 5/16 to % in. are 
included in the deal. Prices range 
from 25¢ to 65¢. A free wire rack 





with blue display cards is also 
included with the deal. Bridgeport 
Hardware Mfg. Corp. 
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Fastener kit-display box 

The Do-It-Kit K-3 contains over 
600 popular sized brads, nails, 
carpet tacks and staples. The kit 
is made of a reusable, clear plastic 
box that doubles as an eye catching 





self displayer. Kit is 5 x 4% in. and 
retails for 59¢. American Tack Co. 
For more data circle No. 67 on postcard, p. 139 


Carded furnished line 


Dayton furnished fishing line is 
now available in convenient carded 





form. Reels of line come with three 


sizes of standard model Dayton 
Snap-On, Snap-Off floats—%4, 1 
and 1% in. diameter sizes. Reels 


are mounted on a display card, 1 
doz of a floatsize to a card. Comes 
with #4 Carlisle hook and 20 ft 
of monofilament and braided line. 
Dayton Bait Co. 
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Drink aerator package 


The BVI Drink Aerator is now 
packaged in a colorful container 





that serves as a display, gift box 
and shipper. Illustrations on the 
carton show the drink aerator in 
action. The aerator comes in a 
choice of four colors. Burgess 


Vibrocrafters, Inc. 
For more data circle No. 69 on postcard, p. 139 


Metal findings kit deal 


Here is a special sales booster 
to complement sales of Plexon 
craftstrip. The metal findings kit, 
No. 207, is packaged in a space 
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mo wonder 


everybody loves 













Garden Sprayers 





Mr 


Saving display case with transpar- 
ent cover and lists at the special 
price of $5. The kit contains all 
accessories needed to complete 
braiding, weaving and lacing proj- 
ects. A Colonial Antique kit deal 
is also offered. X-acto, Inc. 


For more data circle No. 70 on postcard, p. 139 





Saw and hardware folders 

A colorful 8-page folder fully 
describes and illustrates the Diss- 
ton line of machine and hand 
hacksaw blades and frames. Avail- 
able free of charge. An accordion- 
type 16-page folder gives full 
information on the Disston line 
of hand saws, special purpose saws 
and steel tape rules. Pointers on clog or be damaged 
how to use a hand saw are an 
added feature. Available on re- | - ' 
quest. The Disston line of metal by spray materials! 
band saw blades are fully covered 
in another envelope stuffer. Copies 
are free. Henry Disston Div., H. K. 


they won’t 








Porter Co., Ine. Bradson Sprayers 
For more data circle No. 71 on postcard, p. 139 handle any soluble 
formula properly —are 
Light bulb merchandiser not affected by INSECT-0-GUN $5.95 


The Multisplay is an attention- modern spray materials — 
getting deluxe background display : , 
for merchandising tinted bulbs, stay m operation. 
white bulbs or the standard inside | That’s why they 


st line. al bulbs are dis- 
frost line. Actual bulbs are dis sell easily and 


Decorah | stay sold. You also 

eo make a full 40% profit 

~ > uty # ‘ ae ‘ 

Poe | on every model in LAWN-GUN $2.45 
Dosey this complete line. 








BUG-GUN $2.65 
(not shown) 


THE BRADSON COMPANY, INC. 


| San Diego 1, California 
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SELLS FASTER | 


here’s why... 


INSULATES 


ELASTIC — 
MOLDS TO SHAPE 
RESISTS 


SUNLIGHT 
AND WEATHER 


DEFIES WATER, 
Oil, SOLVENTS 





For top volume - 
sell JENKINS 





FRICTION 
RUBBER 
PLASTIC 


BEST SELLER FOR 
PLANT SUPPLY » 


All types of Gold Seal 
Tape — Friction, Rubber, 
Plastic — are packed in 
10-roll cartons as well as 
single rolls. All 
roliscellophane 
protected, stay 
fresh. 


JENKINS BROS., RUBBER DIVISION 
100 Park Ave., New York 17 















WHAT’S NEW 





played on the unit which is topped 
by a colorful point-of-sale poster. 
Lamp Div., Westinghouse Electric 
Corp. 
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Spouts for cutting oils 


Pelican type spout attachments 
have been designed for use on 





Hercules 1 and % gal cans of Clear 
and Dark cutting oils. The new 
spout can be rotated into position 
on the neck of the can and is 
designed to make it easier to pour 
oil into smaller containers. Her- 
cules Chemical Co. 


For more data circle No. 73 on postcard, p. 139 


Roller skate line brochure 


Information on the complete line 
of Winchester roller skates is pre- 
sented in this colorful brochure. 
Among the skates discussed are 
the Tot-Tailored and the Super 
Speed series. The Tot-Tailored 
series offers sidewalk skates for 
children under 10. Super Speed 
skates are for youngsters through 
the late teens. Winchester-Western 
Div., Olin Mathieson 
Corp. 


Chemical 
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1957 fishing lure catalog 


The complete Arbogast line of 
bait-casting, spinning and fly rod 
lures are shown in this colorful 
1957 catalog. Pictures emphasizing 
the new Arbogast Reflector Finish 
and some new standard colors show 
the lures to best advantage. F'red 
Arbogast Co., Ine. 
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Sponge-chamois combinations 


An ocean sponge and a chamois, 
individually packed in plastic bags, 





are joined together for combina- 
tion sales. Two combinations are 
offered. The first has an oil-tanned 
13 x 16 in. chamois and ocean 
sponge. The other has a 15 x 19 
in. pieced chamois and sponge. 
American Sponge and Chamois Co. 


For more data circle No. 76 on postcard, p. 139 





NEW EQUIPMENT 


New cost saving equipment 
for the store and warehouse 





Merchandising counters 


Here is a new line of Modern 
Flow counters with matching con- 
tours and dimensions to permit 
a dealer to select needed counters 
and group them together neatly. 
Solid, open and glass fronts are 
available. Backs of counters come 





with sliding doors, 48 drawers, or 
open. Each counter is of steel con- 
struction with baked enamel ivory 
and brown finish, 4 in. recessed 
kick plates and rust proof trim. 
Equipto. 

For more data circle No. 77 on postcard, p. 139 


(Resume reading on page 14) 
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fos vinyl pools, toys, rainwear 





REPRESENTED BY: 


DENNIS COMPANY 
1069 Briarcliff Road, N.E., Atlanta, Georgia 
4500 Burlington Ave., North, St. Petersburg, Florida 
W. M. FITCH SALES CO. 
1505 W. Berry, Fort Worth, Texas 
WARD FRANCIS CO. 
1533 Wilshire Bivd.. Los Angeles, California 
OBERT P. INGRAM CO. 
502 Merchandise Mart, Kansas City, Missouri 
MOUNTAIN STATES SALES CO. 
210 Mining Exchange Bidg., Denver, Colorado 
ALBERT H. PROW 
200 5th Avenue, New York, N.Y. 
ROBERT SLAVEN CO. 
209 S. State, Chicago, illinois 


AW miracle liquid plastic repair 
uts patches out of business! 


Patches are now obsolete: 
One magic touch of new DAB, 


repairs leaks, punctures and 
rips in vinyl inflatables and 


other household articles. 


At last, a solution—permanent and 
transparent—to the most serious 
problem in the vinyl industry, the 
problem of repairing damaged viny] 
plastic inflatable toys. 

Now from the world famous 
HOLLINGSHEAD laboratories comes 
DAB, a miraculous new liquid plas- 
tic that repairs leaks, punctures and 
rips with the simplest application 
imaginable—just a DAB! 

No patches are needed. A dab, and 
it’s done for good. DAB repairs many 
other household items, too—plastic 
shower curtains, rainwear, air pil- 
lows and seat covers. 


Recommended and used by plastic manufacturers 
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And there’s more profit in DAB, 
too—far more. Get the drop on com- 
petition—drop everything and call 
your jobber today! 


DAB MOVES ON IMPULSE! 


Attractive, colorful counter 
merchandiser 

features 

uses, 

ease of 

application. 


R. M. HOLLINGSHEAD CORPORATION 
Camden 2, N.J., Sunnyvale, California 
Toronto, Canada 









Do you have the hardest 
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will be seen on 162,312,678 pages of L-O-F advertising 
in 1957. It’s big-volume advertising that reaches through 


to your customers. 





L-O-F DISPLAYS 


also feature this label. Used in your 
store, the labels on these displays tie 


x ee ye" ee ee 


you in with this L-O-F advertising. 
L‘O-F Window Glass_ displays — : Windo 


counter cards, banners, decals—are 
available from your L°O-F Glass Dis- 


i me fe * i 


tributor. 
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working, easiest selling 
label on your window glass”? 














AND HERE IT IS ON THE PRODUCT 
so you can show your customers they're getting a top-quality product. 
The nationally advertised L-O-F trade-mark is part of the L‘O-F Window 
Glass label. 





..-and another reason to specify L-O-F 
when you order window glass. /?’s easter to cut. 28 of the 30 dealers who 
took a “blindfold” test with three brands of glass said so. On your next 
order, specify L-O-F—tor easier selling and easier cutting. Libbey"Owens: 
Ford Glass Co., 608 Madison Ave., Toledo 3, Ohio. 


LIBBEY-OWENS-FORD 


a Great Name in Glaso 
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Hows the Hardware Business? 





Do trading stamps draw new customers? No! 
Study shows shoppers do not change stores 


(Continued from page 14) 
others said it was too difficult to 
redeem stamps. 

Did the trading stamps at least 
create a loyalty for the particular 
plan? 

No, the study discovered. Most 
families save stamps from more 
than one plan. In fact, the average 
family studied, saves at least two 
kinds of stamps. 

Many families also believe that 
trading stamps have not brought 
higher prices to the items they buy. 


Thirty-four percent of the families 
interviewed believe there have been 
no price changes as a result of 
stamps. 

The only complaint voiced 
against stamp plans was that it 
takes too many stamps to fill a 
book and redemption centers are 
inconvenient. Otherwise, however, 
the majority of Philadelphia fami- 
lies are familiar with stamps and 
are saving them, although they still 
purchase goods at the stores where 
they always did their shopping. 








No more outs with pocket want cards 


“Why run the risk of losing sales 
because of outs, when the use of 
HARDWARE AGE Pocket Want Cards 
will prevent it?” 

That is the attitude of hundreds 
of dealers who have found that 
pocket want cards are a simple, 
effective method for eliminating 
profit-wasting outs. 

The Want Cards fit easily in a 
sales clerk’s pocket and are always 
handy when a short or an out is 
discovered. The clerk writes the out 
on the card immediately, before he 
forgets it. In the evening he turns 
his card over to the manager who 
decides whether or not to order 
the merchandise. A new card is 
used each day. 

These cards save time and keep 
your stock up to date. Thousands 
of these cards are now in use in 
hundreds of stores across. the 
country. 

A supply of cards can be obtained 
by writing Pocket Want Cards, 
HARDWARE AGE, Chestnut & 56th 
Sts., Philadelphia 39, Pa. Cost of 
cards is: 70 cards for $1, 450 cards 
for $4.95, postpaid. Please enclose 
check with order. 





2 0 


HARDWARE AGE 
Pocket Want Card 


You can’t sell it, unless it’s in stock. Write 
down here all outs, low stocks and 
special requests. Take a new card each 
morning. Turn card in each evening. 









































{use bock of cord, if you need more space) 


The Pocket Want Card, shown here 
in reduced size, has room on both 
sides for writing down shorts, outs 
and special requests. It fits comfort- 
ably in a shirt or jacket pocket. 

















Plumb introduces new 
line of 28 hand tools 


A new line of 28 hand tools 
featuring non-breakable fiber-glass 
handles is being marketed on a 
national basis this month by 
Fayette R. Plumb, Inc., Philadel- 
phia, Pa. 

The new line includes hatchets, 
prospecting picks, nail hammers, 
brick hammers, ripping hammers, 
scaling hammers and machinists’ 
ball pien hammers. 

Introduction of the new line is 
a follow-up of Plumb’s fiber-glass 
handled nail hammer introduced in 
May, 1955. The successful accep- 
tance of that tool led to the expan- 
sion of the line. 


Retail sales increase 
3 percent in February 


Retail sales across the nation 
totaled $14.2 billion in February. 
That’s what the Commerce Dept. 
reports. 

This is 3 percent higher than 
February, 1956, when retail sales 
totaled $13.7 billion. 

February sales dipped slightly 
behind January. Retail sales in 
January totaled $14.9 billion. 


Janney offers Spring 
Value Days broadside 


Janney, Semple, Hill & Co., 
wholesaler in Minneapolis, Minn., 
is offering its dealers consumer 
broadsides for a “Spring Value 
Days Sale.” 

The four-page circular features 
a number of price specials and is 
intended for use in late March and 
early April. 

Janney also offers a merchandis- 
ing kit for use with the sale. In- 
cluded in the kit are special price 
ecards, string pennants, streamers, 
ideas for window and interior dis- 
plays, mewspaper ad mats and 
samples of ads. 


Chain in decimal packs 


Decimal packing and pricing is 
now being used by S. G. Taylor 
Chain Co., Inc., Hammond, Ind. 
All Taylor chain literature and 
price lists now show quantities in 
multiples of five or 10 items. 
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SPYRAL BLADES 


TYLER SPYRAL 
COPING SAW BLADES 
in this attractive counter display 
sell fast, and spark up sales on 
your saw frames. They fit standard 
coping saw frames and will cut 
practically any material. Permits 
intricate internal work not possi- 
ble with any other blade. Saws in 
any direction without turning ma- 
terial ...no chipping or tearing 

leaves clean, smooth edge. 
Display contains 1 doz. packages 
of 12 blades each. Retails for 
75c pkg. 


As advertised in 
Popular 
Mechanics 
and 
Popular 
Science 


HO 
TOW my Y 
rete 


"Ray tm 


“des 


Order now...available at most 


HARDWARE JOBBERS...or write 


TYLER MANUFACTURING CO., INC. 
1005 W. ARBOR VITAE AVE., INGLEWOOD, CALIF. 








Wa felele 

Pocket 

[fold el-tele 

yA Terastialtiaa 
Magnesium 

General Purpose 
Line and Surfac 


THE COLUMBIAN VISE & MFG. CO. 
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GLASS 
ENCLOSED 
DISPLAY 
CABINET 


there’s M@O1e2 
than you think in 


FELLER 


ROTARY 
FILES 


These little rotary files sell on 
sight. Not just one at a time. The 
home craftsman wants several different shapes 
and you make a nice sale. Special analysis, 
high quality steel plus precision manufacture 
make each HELLER Rotary File a work of art 


that your Do-It-Yourself customer cannot 
resist. 


This self-selling counter display case holds a 
complete assortment and reserve stock — will 


help you make extra sales. Send for complete 
details. 









there’s more profit in selling 
— files and tools, too 


Since 1836, HELLER has “been 
making every type of file needed 
by American industry. Heller Nucut 
Files are recognized for fine qual- 
ity by industrial users everywhere. 
HELLER also manufactures hammers, 
hatchets, trowels and farriers’ tools 
— all meeting the high standards 
of HELLER quality. 


The most complete line of files is made by 
America’s oldest file manvufacturer 


HELLER root co. 


Subsidiary of Simonds Saw and Steel Co. 
NEWCOMERSTOWN, OHIO 


Branches: New York, Detroit, Chicago, Los Angeles 











UNIVERSAL WORKSHOP 


Athol strength Where Strength Is Needed 
STATIONARY JAW, SWIVEL BASE 





The best for home workshop or garage. Unmatched fea- 
tures. Full 1/2” bearing on sides and screw. Anvil sur- 
face. Solid steel slides. Athol buttress thread. Swivel- 
wrench locking. Full 360 degree swivel base. Solid-screw 
back-thrust collar. Tapered no-pinch handle. Replace- 


able pipe grips. Replaceable 


steel serrated jaws. 


ATHOL MACHINE & FOUNDRY COMPANY 


ATHOL, MASS. 








THE NEW WRENCH 


WITH THE 


¥ 


Berra PAR ae a 
ee - — 
pe 


WRENCHE 


.. GRIP and DRIVE ALL 
HEX HOLLOW-HEAD 
SET SCREWS AND 
CAP SCREWS! 


NO FUMBLING 
NO DROPPING 


OVER 200 TYPES AND SIZES IN 





WRITE FOR CATALOGUE 


“INNER GRIP” 


grip 














STOCK 


MANUFACTURED EXCLUSIVELY BY 


STEVENS WALDEN Inc. 


362 SHREWSBURY 


STREET 


WORCESTER. MASSACHUSETTS 
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Promotions 


Manufacturers’ New 
Merchandising Plans 


Coleman Co. offering 
sales planning guide 


A new retail sales planning quide 
to help you sell products of the 
Coleman Co., Inc., Wichita, Kan., 
is now available. 

The 32-page guide tells you how 
to tie-in your local advertising with 
Coleman’s national advertising, 
when to tie-in, and how to plan 
local advertising. Tie-in store and 
window displays for picnic, fishing, 
hunting, vacation and Christmas 
seasons are also shown so you can 
adapt a display for your own 
store. 

The guide also contains 16 dif- 
ferent one-minute radio commer- 
cials you can use and gives six 
different classified ads you can pre- 
pare for your own use. 

Various size newspaper ad mats 
for each of the Coleman products 
and for different advertising 
themes are illustrated. 

The guide contains a calendar 
showing when and where Coleman’s 
national advertising will break and 
gives details about a 16 mm sound 
movie that is available for showing 
to local groups. Samples of litera- 
ture for direct mail or counter dis- 
tribution and national ad display 
cards are also illustrated. 

You can get more information 
by writing to Advertising Dept., 
Coleman Co., Inc., Wichita 1, Kan. 











Fall campaign for water 
systems being planned 


A new drive to promote farm 
sales of water systems will be 
launched this fall. 

The National Assn. of Domestic 
& Farm Pump Mfrs. announced 
the new drive at its winter meet- 
ing. The fall promotion will be in 
addition to the regular promotion 
of National Water Systems Month 
in May. 

The fall drive will run from 
Sept. 15 through Nov. 1. Theme 
of the drive will be “Make farm 


(Continued on page 179) 
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FAST SELLING 
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KAGING | 
on NEW DISPLAY — = — 


Assortment #1300 takes up little "mm QS 
carries complete stock of 16 doz. items, 
© $97.28 retail! Each item “Skinpak’d” on color- 
: ful card to increase eye appeal, protect finish 
+ __— from handling, and insure positively against 
| loss of screws, parts, etc. Peels off easily. 


FOR COMPLETE CATALOG & INFORMATION 


STAR Maele enc 


1 
370 Butler Street, Brooklyn 


F 


Sold through wholesalers only 
Revolutionary Step Ladder Design 


~METAL-LITE” 


with strength & lightness of modern metals 


7 ways this Magnesium 

, Ladder is better, 

rom) \. \ stronger, lighter: 

: 1—Full-size cap— 
baked enamel finish 


—holes in top for 
small tools. 





2—Steps corrugated — 
won't fill up with 
dirt. 


3—Sturdy braces at al! 
points of possible 
strain. 








4—Serrated legs won't 
show fingermarks or 
scratches. 


5—Steps beveled like 
front legs, for firm- 
ness, snug fit. 


6—Fully-insulated shoes 
—only rubber touches 
floor. 


7—Ladder folds fiat 
when not in use— 
eliminates springing 
of back. 





Complete Line of Wood Ladders 


HOWARD B. RICH, INC. 


P. O. Box 120 CARROLLTON, KENTUCKY 
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favorite friends 
for shooting 


Ple agure... 








Model 60 — Slide Action Repeating 
Shotgun with ventilated, variable 
choke and recoil pad. 





Model 235 — .22 Cal. Slide 
Action Repeating Rifle. 





HERE are two rugged perform- 
ers ready for action anytime, any- 
where. They’re today’s finest gun 
values. Yes, whether it’s for the 
farm, a day in the woods or 
just “practicing” — you'll 
find “Noble” is a favorite 
friend for shooting pleasure. 
That’s why Noble guns are 
easier to sell. 


Model 65 — Same as Model 60 but 
without choke or pad. 


MANUFACTURING CO., IN 
Haydenville, Mass. 









gilmour LAWNMASTER 
SPIN-BOY sprinkler. Pat- 


HOSEMASTER 


Exclusive pistol grip con- 
trol. Precision designed and 
quality produced to be the 
world’ 
Leakproof and non-corro- 


Get the best... get 


GILMOU 


...and watch those profits 





JX@) grow! 











s best hose nozzle. 


















Se 
gilmour LAWNMASTER 


TWIN-SPIN sprinkler. Full 
rotating at constant speed 
at pressures from 20 to 100 © 
lbs. Sprays over 1800 sq. ft. 
with uniform coverage. 








ented 
ple, 


Fan-like spray over 1000 
sq. ft. 


rust or clog. 










gilmour hosemaster 
INSECTICIDE SPRAYER 


Fits garden hose for accu- 
rate mixtures without pre- 
mixing liquids. Up to 100 
gals. of solution without re- 


filling 


tainer. 


working design. Sim- 
rugged construction. 


Light weight. Can't 





gilmour REELMASTER 


Fiberglas 2-way hose reel 
attaches directly to faucet 
or stakes out on lawn with 
special holder. Holds up to 
175 ft. of garden hose. 





unbreakable con- 





money BACK, 






Factory 


GUARANTEED 


‘te 


. . « by the world's largest manufacturer 










“ 






NOT as apver® of pistol grip hose nozzles. 






_ing Packs a dandy line to handle. And... 





write for FREE 
jiteroture 


MAN 
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UFACTURING CO. @ SOMERSET, PA. 
HOSEMASTER PRODUCTS 





HOPPE §| 


| UBRICATING | 
OIL 


“Hoppe’s’ Has What 
Every Dealer Needs 


That's DEMAND — Established, Proved 
DEMAND. Gun owners know Hoppe’s and 
have used Hoppe products for years. That's 
what makes Hoppe’s No. 9 Solvent, Gun 
Cleaning Patches, Lupricating Oil, Gun 
Grease, Gun Cleaning Rods and Gun Clean- 


they're continually advertised. 


Ask your jobber. He sells them. 





Frank A. Hoppe, Inc. 


2314A North 8th St., Philadelphia 33, Pa. 














FITLER 
ROPE 


MANILA AND SISAL 





SOLD BY 
HARDWARE DEALERS 
EVERYWHERE 








Shipped for Your Convenience In 
OCTAGONAL BOXES 


CONSIDER THESE FEATURES! 


EASY TO DISPLAY 
EASY TO HANDLE EASY TO DISPENSE 
EASY TO STORE KEEPS ROPE CLEAN 
Blue and Yellow label identifies 
FITLER MANILA ROPE 
Red and White label identifies 
FITLER SISAL ROPE 


THE EDWIN H. FITLER CO. 


EST. 1804 
PHILADELPHIA 24, PA. 
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Manufacturers’ Promotions = 
(Continued) 





water pay—get a modern pump 
today.” 

The aim of the drive will be to 
upgrade pump selection, sell re- 
placement systems, and sell auxil- 
iary systems for irrigation and in- 
creased fire protection. 

Dealers and distributors will be 
offered a full promotional package 
for planning local-level selling 
timed to tie-in with the national 
campaign. 


Large-scale ad drive 
is set for Flint-Ware 


Ekco Products Co., Chicago, II1., 
plans a series of advertisements in 
116 consumer publications during 
the next four months to promote 
sales of Flint-Ware cooking uten- 
sils. 

The campaign will stress the 
cooking and cleaning advantages of 
the stainless steel cooking uten- 
sils, 

Ads are scheduled to appear in 
Parade and ThisWeek, Sunday 
newspaper supplements, as well as 
26 locally edited Sunday supple- 
ments. 

Other large ads are scheduled to 
appear in Look and Living for 
Young Homemakers among other 
magazines. 

Two special retail price pro- 
motions also will be featured dur- 
ing the campaign. The $11.95 
Flint-Ware two-quart double boiler 
will be offered for $7.44 and the 
one-quart sauce pan, regularly 
$5.50, will sell for $3.48 during 
the promotion. 


Westinghouse campaign 
to feature housewares 


Westinghouse Electric Corp. 
portable appliance div., Mansfield, 
Ohio, is conducting a_ second 
quarter promotion for its electric 
housewares. The promotion is 
called “Spring Shower of Values.” 

The promotion calls for advertis- 
ing in consumer magazines and 
Sunday newspaper supplements, 
special demonstrations on Studio 
One on television, a special $3 
trade-in allowance on any old iron 
toward the purchase of a Westing- 
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OFFICES NEWARK N.J. 
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KITCHEN 


SAWS 


PENNSYLVANIA 
SAW CORPORATION 


FACTORY YORK, PENNA. 


rT 


ALWAYS BEST SELLERS! 
oAs CIV, MINNOW BUCKETS 


BUBBLERS — AIR BREATHER — FLOATERS 








Inner pail has patented coni- 
cal bottom with small brass 
air valve which feeds air to 
minnows every time bucket 
is moved or jarred. Galva- 
nized 2 piece construction 
with floating inset. Made in 
3 sizes, 12, 20, and 30 ats. 


BIGGEST SELLING MINNOW BUCKETS IN THE WORLD 


Laminated Cellulite inset that 
is porous to air yet absolutely 
watertight. Keeps minnows 
alive indefinitely. Galvanized 


outer bucket. Capacity: 10 ats. 





No. 810G 





Floating type — Galvanized 
throughout. Easy to drain 
and holds sufficient water 
to transfer minnows with no 


trouble. Automatic slam lid 


- fastener. Capacity: 10 qts. 





FALLS CITY DIVISION 


STRATTON & TERSTEGGE CO., INC.., 





P.O. BOX 1859, LOUISVILLE, KY. 









FOR YOUR PROTECTION... 


Look at the stamp 
on the cap 





IF IT ISN’T MOLLY IT CAN’T BE USED 
BESIDE A STUD OR ON MANY WALLS 














J UW && & LY 











VA 
STUD 


ff 8 
vA 


= “a 
7 7 
7 
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SCREW 
PICKS UP 
NUT 





OTHERS FAIL 


SCREW CAN'T 
PICK UP NUT 










} 
cS 


Molly screw anchors have 
been imitated but not 
equalled . . . only Molly can 
be used beside a stud and on 
many walls because of un- 
even wall backs. 


Molly’s patented spider back- 
ing bends and forms to keep 
the nut in line so it can be 
picked up by the screw when . 7 . * 
attaching a fixture. Not so ane 4 
with other Molly-type fasten- 
ers because rigid ribbed wings 
throw the nut out of line 
(see illustration). 






<i aunt O8 4 BfFunp a 
Povaratved by = 
Good souseteeging 


wor as ADVERTISED ware 








So be sure to sell genuine 
Molly. For your protection, 
the name is stamped on 
the cap. 





ALWAYS SELL GENUINE 


SCREW 
ANCHORS 


CORP. @ READING, PA. 
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No. 3 Short Point 
22" blade—Super Hydex steel 





No. 33 Short Point 
2'2"' blade—High Carbon steel 





No. 300 Long Point 
2'2"’ blade—Super Hydex steel 


"No. 97 HANDY KNIFE 
Shatter-proof, plastic handle — a multi- 
purpose knife. 


HYDE MFG. CO. 


SOUTHBRIDGE, 


MASS., 


U.S.A. 


MR. PHXZ CARRIES 
A LOAD! 





A large investment in a 
small volume line! 


Fasteners are only a small part of his busi- 
ness, but Mr. Phxz thinks he has to carry a 
large inventory of fasteners to satisfy his 
customers! Too bad he hasn't heard of the 
Sharon line—a complete fastener department 
with small investment, 1,000 sizes of the 
most-wanted fasteners in minimum space! 
He'd be able to put his money and valuable 
counter space toward more profitable items— 
and still have complete fastener stocks—with 
the Sharon Assortment! 


Small investment is one important reason why 
it pays to stock the Sharon line! 


ASK YOUR JOBBER, OR WRITE: 








Shanon Gl andl Sghea Co. Yowioed, Mass 

















Manufacturers Promotions 
(Continued) 





house open-handle iron, and a 15- 
day home trial of the roaster-oven 
plus a free Betty Furness cook 
book. 

Free ad mats and a special mer- 
chandising kit are available. In ad- 
dition, Westinghouse is sponsoring 
a $15,000 window display contest 
for its vacuum cleaner dealers 
during March. 


Porter-Cable running 
saw trade-in campaign 


You can offer trade-in allow- 
ances toward the purchase of five 
Porter-Cable power saw models in 
a new promotion of Porter-Cable 
Machine Co., Syracuse, N. Y. 

Trade-in allowances will be good 
through May. You will lose none 
of your present profit margins al- 
though offering trade-in credits of 
from $5 to $20 during the promo- 
tion. You can even accept hand 
saws for credit toward the pur- 
chase of Model 125. 

Porter-Cable will issue you 
trade-in certificates which are re- 
deemable by the company. Trade-in 
saws become your property. 


Bruce offers 100 prizes 
in promotional contest 


You may win one of 100 prizes to 
be given away by E. L. Bruce Co., 
Memphis, Tenn., as part of a new 
promotion. 

The promotion will feature 
Bruce musical commercials on local 
radio stations in key market areas. 
Radio stations carrying the com- 
mercials will distribute folders giv- 
ing details of the prize drawing to 
dealers in their area. Dealers fill 
in cards and mail them back to 
Bruce by April 15 to be eligible for 
the drawing. 

Dealers assume no obligation in 
entering the contest. 


Hamilton Mfg. to push 
step stools in spring 
Hamilton Mfg. Corp., Columbus, 
Ind., will conduct a special spring 
promotion for its Cosco line of step 
stools. Model 4-M will be featured. 
National advertising will feature 
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For Service « Satisfaction + Profit 


JUR COMPLETE SOURCE OF SUPPLY 


When you trade with TRYON it's like having your own huge 
warehouse except that you do not have to carry heavy 
inventories. 


You can order against our stocks of practically every 
nationally-advertised brand of fishing tackle. You can order 


FISHEL, 
INGI q in quantities to meet your requirements . . . with less orders 
R 





MAKE TRYON Y 










FISHING TACKLE to write and less bookkeeping to do. Combined shipments 
save you money, too. In fact, if you'll make TRYON your 
complete source of supply, you will find worthwhile economies 
that mean extra profits to you. 


This is the time to make certain your stocks are in readiness for the big spring 
business — with season opening dates coming nearer and nearer. 

Spinning Rods, Fly Rods, Casting Rods, Surf and Salt-Water Rods. 

Spinning Reels, Bait and Fly-Casting Reels, Fly Reels, 
Salt-Water and Surf Reels. 

Lines, Lures, Leaders and every kind of accessory a 
fisherman needs. * 
And when it comes to athletic goods and wheel goods 
for the great out of doors, you'll find great satisfac- 
KINGFISHER and TRUSPORT tion in making TRYON your complete source of supply. 









are brands you can depend upon 


ete ey sereseasteleaseeneanccanatatacaeteteeges tate enelecebebateeneeetoeaaeeeanaeeaee ne etataemetaeamatatanaanatenahetatatetatetabeaataeeenaeceaee seaaeeeaataeeememstanermeaesetanane te nghesabag eatamamametetatatatetensSaSetetstenstatetststaneteressteneteteteteretetstnaseeeserstesmessteertecetstanetanetetetee 








Whitney's NEW UPGRADER Display 


Sells the Permanent Lawn 


( Cane WHTNEY LAM 
for your brand of living 
















































































Here’s just one of many powerful sales helps offered by 
Whitney to pull more permanent lawn seed sales ! 


It is a persuasive way to UPGRADE buyers to your top Subs > Kehined 


Whitney brands. 
LAWN SEED 


It is an effective way to UPGRADE your profit-per-sale. 


For full details write to WHITNEY SEED CO., INC., Buffalo 5, N. Y. 
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make STAR }. 


your 











stockroom 
for 
stainless 





fastenings 


Write, wire, or phone for your 
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copy of the new STAR catalog. 


STAR STAINLESS SCREW CO. 


649 Union Bivd., Paterson 2, N. J. * 


EJ wn) 


Direct N. Y. Phone: Wisconsin 7-9041: 





-You have 7,000, that’s right SEVEN 
|} THOUSAND, sizes and types of 
Stainless steel fastenings at your 
fingertips, RIGHT ON THE SHELF, 
when you deal with Star. No storage 
— . « « no out-of-stock prob- 

. . you can get JUST THE 
PASTENINGS your customers want 
t. DELIVERED PROMPTLY 

IN ANY QUANTITY. That's 
STAR'S SPECIALTY! 


FOR QUICK SERVICE .. . DE- 
PENDABLE SERVICE . LOOK 
TO STAR, the one-source resource 
for stainless steel fastenings! 

| STAINLESS STEEL 

* A WN Drilled Fillisters * Bolts 





* Cap Screws * Dowel Pins « Cotter 
Pins « Machine Screws * Nuts © Pipe 
Fittings 
¢ Sockets, 
e Taper 
Screws. 


Sheet Metal Screws 
Set and Cap ¢ Stud Bolts 
Pins * Washers * Wood 


Wii, 


Stainless Stan 
says “Star's 
screws have 
clean, bright-and- 
shiny heads”’ 





Phone: Little Falls 4-2300 


Philadelphia: ENterprise 6231 








There's a@ Tremendous Market 


for this Completely NEW and 


Amazing Formula 77 


Tilette Aluminum 


REPAIRS ... oo monn 
ANYTHING 
made of METAL 


— anything cracked, 
broken, loose or leaky, 
such as holes in auto 
fenders, plumbing >. 
leaks, gutters, metal = 
windows, garbage 
cans, pails, radiators, 
garden tools, etc. 
Exceptionally 
Attractive, Colorful 


DISPLAY BOX 


This eye-catching, con- 
venient, compact Display 
Box invites buying. Cus- 
tomers will want Tilette 
because it repairs, per- 
manently, anything 
de of aluminum, 


Plastic 




















ae 


sem. 


hammered. 


Waterproof! 


Heatproof! 
Withstonds Order from 
600 Faoahr. Your Jobber 


TILETTE CEMENT CO., INC. 
401 (B) Lafayette St., N. Y. 3, N. Y. 
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with this TRANSPARENT 


(PA) 


@ EYE-APPEALING 
® BUY-APPEALING 
® PREPRICED 2 FOR 15¢ 


Step up unit sales with the self-serv- 
ice “Can't-Miss” 2 PAC. This con- 
venient, transparent package is a 
proven, “sure-fire” traffic stopper. 





McGILL METAL PRODUCTS CO. 


a a a Ce BGs, ene 











| 





Manufacturers Promotions 


(Continued ) 





two-color ads in the April 27 issue 
of Saturday Evening Post, the 
April issue of Ladies’ Home 
Journal, and the May issues of 
Good Housekeeping and Better 
Homes & Gardens. 

You can receive a free mer- 
chandising kit containing an easel- 
mounted consumer ad reprint, a 
wall banner, ready-to-use radio 
commercials and copy slants, ad 
mats and display suggestions. 


Free promotion package 
available from Daisy 

Daisy Mfg. Co., Plymouth, Mich., 
is offering a free special promo- 
tional package for its air rifles. 

The package consists of a die-cut 
pyramid gun display unit, a two- 
color display card showing four 
Daisy models, a two column x 5-in. 
deep newspaper ad mat and five 
Daisy “Shootin’ Fun” catalogs. 

The package supplements the 
display kits offered by National 
Sporting Goods Assn. and Inde- 
pendent Retail Hardwaremen of 
America for industry-wide promo- 
tions. 

In addition, Daisy will run cover- 
page advertisements for Models 98, 
25, 94 and Air Rifle Set 1094 in 
more than 27 million comic maga- 
zines during May, June and July. 
The ads will ask the children to 
show the ads to their fathers. 


Sakrete schedules ads 
in thirteen magazines 


Sakrete, Inc., Cincinnati, Ohio, 
plans a series of consumer adver- 
tisements in 13 magazines for its 
do-it-yourself concrete. The cam- 
paign will run from early spring 
to late fall. 

Advertising is scheduled to ap- 
pear in Saturday Evening Post, 
Life, Look, Popular Mechanics, 
Popular Science, American Home, 
Better Homes & Gardens, House 
Beautiful, House & Garden, Flower 
Grower, Living for Young Home- 
makers, Parade and This Week. 

In addition, point - of - purchase 
materials are available. These in- 
clude store banners, decals, illumi- 
nated signs, window display pieces, 
metals signs and racks. 
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Packaged fou 
Lantery, 
Eanion Saker 


quality 
manila 
rope 





~ : . . J 
| I & 
x : .) Wh = ~ ; 
Of aotaee & "ae Ge Brenan. 


ae 
Z 


er 
ne er age 


> e a 
junior col 
25 lbs. packed in self- 

dispensing carton. 
super =-TUFF Measure-marked every 
50 and 100 ft. coils of 10 feet. 


W 


manila or nylon rope 
in a new combination 
self-service display tray 
and shipping unit. 
Polyethylene wrapped. 


Practical rope packages for- Boating 
Home + Farm «+ Industry + Recreation 


MANUFACTURERS - SD ee. Stince (829 
Ae) ‘ 


THE THOMAS JACKSON & SON CO. Reading, Pennsylvania 


<== DINNERWARE 
Ai) STORAGE PAIR 


“VINYL” KUSHION KOATED 
Companion Pieces to Our 
NO. 208 DINNERWARE STORAGE RACK 


KITCHEN AIDS 





No. 212—Plate Storage Rack No. 213—Cup & Saucer Rack 


SAVES SPACE, TIME. CLATTER-FREE! 
PROTECTS AGAINST CHIPPING! 
NO HOOKS NEEDED! 

IDEAL FOR STEEL CABINETS. 


These Handy Space-Saving Storage Pairs make work lighter 


, . give kitchens an attractive appearance. Excellent 
for steel and wood cabinets, pantry, cottage or small 
apartment. 


Dinnerware Is Easily Accessible. 
removed without disturbing others. 


Any one dish can be 


Write today for information on our complete line of Vinyl Coated Wire 
Housewares. 


ARTWIRE CREATIONS INC. suertai.ky 
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BRATS 


*) 
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A complete 


TACK -NAIL-BRAD 


DEPARTMENT 
with sensational eye-catching 


“SEE-THRU” PLASTIC TUBES! 











10¢ 








SELLERS 


























Holds 18 different items 
in minimum space 


Holds 117 colorful see- 
thru tubes 


HERE'S THE . 
BIG DEAL 251 . 


2 dozen Cut Sterilized Carpet Tacks, 














ciaes £3, 6,8, 10 ®@ Refills in a jiffy 
1 dozen Cut Sterilized Carpet Tacks, @® Customers serve 
Sizes #4, 14 themselves 
] dozen Solid Copper Tacks, Size #3 ® Only 12” wide—16” deep 













Alyminum Tacks, Size 53 | 
] dozen This new serve-yourself de- 


partment attracts customers 
like bees to honey — and sells 
them like they’ve never bee: 
r sold before! Colorful two-tier 
gravity displayer holds a best- 
selling assortment of the most 
wanted sizes. Handsome tubes 
are handy and compact for 
home workshops, and, when 
empty, have many uses. 


] dozen Double-Pointed Tacks, 
Sizes #5, 11 | 
. ; Ad ” / / 
] dozen Wire Brads, Sizes ‘/2 .! . WW, 
2 dozen Wire Brads, Size */s 


dozen Wire Nails, Sizes 4/5 . 


] dozen Wire Nails, Sizes We. WY 


Retail Value ...----: $30.00 


Dealer's Cost 
DEALER'S PROFIT $1 0.00 


FREE RACK Worth $ 3.50 
TOTAL PROFIT $13.50 

















SNELL-JONES TACKS, INC. 
Flatiron Bldg., New York 10 


Affiliate of American Tack Co. 


| 
| 
| 
| 
| 
| 
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COMPANY NAME 





AnMnrREe cc 








Ship the following and bill 
through jobber below. | 
a ee Please ship.................... deal(s) #25T — 25 doz. 
assorted tacks, Nails and Brads at $20.00 per 
ORDER THIS BIG deal and 1 FREE two-tier metal display rack | 
d 
VALUE DEALNOW! for each deal ordered 
; JOBBER’S NAME 
ADDRESS a | 
YOUR NAME TITLE | 
| 
i 
aud 


ELECTRIC 
GENERATING 


PLANTS 





GASOLINE 
ENGINES 











ELECTRIC 


PORTABLE 


POWER 
TOOLS 





YOU’LL PROFIT MORE WITH 
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January income higher, 
customers pay off debt 


Your customers earned more 
money in January than they did 
a year ago and they used most of 
it to reduce their credit dept. 
That’s the report from the Com- 
merce Dept. and the Federal Re- 
serve Board. 

The Commerce Dept. reports 
that personal income in January, 
that is money your customers re- 
ceived from wages and _ invest- 
ments, totaled $335.2 billion. That’s 
$1.2 billion more than December 
and $18.5 billion more than Jan- 
uary, 1956. 

A good bit of the money went 
to pay off instalment debts, the 
Federal Reserve Board reports. 
Customers paid back more than 
$3.4 billion in January. They 
bought nearly $3.2 billion worth 
of goods on time payments during 
the month. As a result they re- 
duced their outstanding instalment 
debt $254 million during the 
month. 

The reduction in instalment debt 
is almost twice what it was in Jan- 
uary, 1956. 


Employment, earnings 
set February records 


The number of persons working 
in February set a new record for 
the month, the Commerce and 
Labor Depts. report. 

In addition, earnings of factory 
workers set a new record for the 
month. 

The government reports that 
63.2 million persons held jobs in 
February. This is an increase of 
600,000 workers over the number 
employed in January. 

Average weekly earnings of 
factory workers totaled $82.41, a 
new February record, according to 
the report. 


One out of 4 families 
expects to fix home 


Your customers expect to spend 
more money on home _ improve- 
ments and maintenance than they 
did last year. 

That’s the word from the Fed- 
eral Reserve Board which inter- 
viewed about 2,700 families around 
the country. The board each year 








asks families about their spending 
plans for the coming year. 

This year 24 percent of home- 
owners said they plan to spend an 
average of $460 to fix up their 


homes. This compares with last 
year when 22.2 percent said they 
expected to spend an average of 
$370 to fix up their homes. 

Families also reported they plan 
to spend about the same sum, an 
average of $300, for major appli- 
ances and furniture this year. 

In general, families are optimis- 
tic about the future. Six out of 
10 interviewed expected good times 
in 1957. Four out of 10 expected 
to be earning more by next year. 
Less than one out of 10 expected 
to be earning less. 

Overall, they expect to make the 
same number of major purchases 
this year as last year. 


Want selling aids? 
Buy your reprints now 


Are you looking for new ways 
to promote business, improve the 
looks of your store, and train 
sales help? 

The fourth in a series of idea- 
packed Merchandise Guides HARD- 
WARE AGE will publish in 1957 
begins on page 77. Each of these 
Guides has training and promotion 
ideas you can use at once, or file 
for future help in running your 
store. 

Single reprints are 25¢. Larger 
quantities cost less. Watch for 





HARDWARE HUMOR 














"| never buy anything there. | don't 
like their service, prices or their 
opinion of my credit rating!” 
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U.S. EAGLE 


HIGH SPEED 


DRILLS Vz 














Made in 
U.S.A. 
FASTEST- 
GROWING 
LINE IN THE 


LOW-PRICED FIELD 


The 167 Drills* in this Pilfer-Proof 
Steel and Glass Case Sell for $130 
ot Retail Prices. Dealer’s Price for 
Case and Drills Complete is $75. 


*29 Sizes, '/\4"" to '4"', High Speed Jobbers Drills 


CENTURY DRILL & TOOL WORKS 
100 LAFAYETTE ST. NEW YORK CITY 








DIVISION OF AVILDSEN TOOLS & MACHINES, INC. 





PROFIT with 


\ 4? GRASS 
TRIMMERS 





You can boost your profits by selling “OK” 
GRASS TRIMMERS « This is what we offer you! 
e LARGER DISCOUNTS e QUICK TURNOVER 
e COMPLETE CUSTOMER SATISFACTION 
e BETTER BUILT TRIMMERS 
e THE OLDEST MFG. IN THE FIELD 
e NATIONAL eae 
The First : 
TRIMMER 
EDGER 
BOTH-IN-ONE 


TOOL 









aay 





all the grass away from 


TRIMS “yr 
ences, walls, trees, rocks. 


EDGES .. . cuts a neat, trim groove 
between walk and sod. 











© J. A. ORR CO.vs7_ 
{10019 SO. WESTERN AVE., CHICAGO 43, ILL. § 
- Please Rush Complete Facts. : 
! Name : 
g Address . 
: City Stote___ 





) Cares more big Guide issues, 


| Garden, and Paint. 


coming soon. 


Current Guide covers Sporting | 
| Goods. 


Other Guides 
Housewares, 


this 
Lawn 
Each is avail- 
able in reprint form. 


year 
were: 


Construction spending 
continues at high rate 


Construction spending continued 
along at a high rate in February, 
the Commerce and Labor Depts. 


| report. 
Spending for new buildings put | 


in place during the month totaled 


| $2.9 billion, an increase of 2 per- 
cent over the previous February | 


struction fell 
struction outlays for new homes | 
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number of firms 


| faster than the number in any | 


record set last year. The figure, 
however, was 6 percent below Jan- 
uary’s report. 

Spending for new home con- 
in February. Con- 


totaled $820 million during the 
month, compared with $900 million 
during January. Last February’s 
figures totaled $895 million. 


Continued high - level spending 
for new construction this spring 
appears certain, according to F. 
W. Dodge Corp. Contract awards 
in January for future construction 
were up 4 percent from January, 
1956. 


Contract awards for future 


home building projects were up 1 | 


percent in terms of dollar volume, 
but off in the number of actual 
units. Dodge reports contract 
awards for new home construction 


totaled $817 million for 64,313 | 


units. 
The Federal Housing Adminis- 


tration reports it received applica- | 


tions to insure 10,549 proposed 
homes in January. This compares 


with 7,749 in December and 15,582 | 


in January, 1956. 


Customers for builders’ 
hardware multiply fast 


The number of new customers 
for builders’ hardware is growing 


rapidly — almost by leaps and | 
bounds, according to the Com- 
merce Dept. 

The department reports. the 


in the contract 
construction industry is growing 


and | 
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SCREWDRIVERS 
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For complete customer satis- 
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packed drivers that give 





all purpose use—sell 


HOLD-E-ZEES 














FEATURES (exclusive) 
include: LOK-BLOK, 
makes blade impact, 
twist proof; GRIPPER 

recedes deep into 
handle; Special Bit, 
recognized as best 
for both cross 
point screws. 













































































QUALITY is oytstandingh ict 
vanadium blad BS 7. . unbr 
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Built - stronger 








to last long 
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VALUE is unsurpassed 

Hold-E-Zees give full use 

Plus... yet cost no more 
than ordinary drivers. 


Pre-Sold by aggressive na- 
tional advertising and out- 
standing merchandising units. 


Order 
dalae 


UPSON BROS., inc. 


ROCHESTER 14, N. Y 


Your 
Jobber 
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Customers BUY 
when they SEE what 


they need in your store. 


REMIND ‘EM WITH 
A PROMINENT 
DISPLAY OF NEW .. 





Ball Bearing 


SICKLE and TOOL 
GRINDERS 


and Abrasive Wheels 


NEW ELECTRIC TOOL GRINDER 
@ Heavy Duty '4 H.P. or 1/3 H.P. Motor. 
@ Chisel Grinding Attachment included. 
@ Easy Access to front of wheels. 
® Bail Bearing. 




















POLISHING 
HEADS 


fill exacting needs of 
your most particular 
customers at the right 
price. A full line of 
Belt driven Sickle 
and Tool Grinders 
. also Hand 
operated Tool and 
Sickle Grinders. 





















New Improved Design 
SAW MANDRELS 


® Ball Bearing type available with single 
or double threaded ends. 

® Pillow Block type with end pulley. Also 
center pulley. 

© A Complete Line! 





WISSOTA'S 


Fully ween Abra- 
sive Wheels and 
Sickle Cones safe- 
guard good tools, 
sections. Cool, fast 
cutting. Are better 
balanced. Uniformly 
made. Accurately 
dressed. Carefully 
Tested. 


CUSTOMERS WON'T BUY "EM ol 

THEY DON'T SEE ‘EM! 

. - - STOCK THE FULL WISSOTA LINE! 
Ask Your Jobber's Salesman. 


MANUFACTURING COMPANY 





MINNEAPOLIS 4, MINNESOTA 














other major industry division in 





the country. 

Between 1952 and 1955, the 
number of firms grew from 418,000 
to 475,000, a 14 percent increase, 
according to the department. This 
compares with a 3 percent increase 
in the wholesale division, the 
second fastest growing industry. 


Department store sales 
dip 4 percent during week 


Sales in the nation’s department 
stores during the week ended 
March 2 dropped 4 percent below 
the same week of 1956, the Federal 
Reserve Board reports. 

However, since the beginning of 
the year, department stores sales 
are still running 2 percent ahead 
of the same period last year. 

Here is a breakdown of sales by 
Federal Reserve districts: 


Four wks. Jan. 1 

Federal Reserve One Week Ending Ending to 
Mar. 2 Feb. 23 Mar. 2 Mar. 2 
Ay —12 + 5 + 5 0 
New York .... 0 +14 + 7 + 5 
Philadelphia .. —15 + 4* — 2 — ] 
Cleveland m — 4 + 1 + 1 0 
Richmond — § + 3 0 + 3 
ASIOMRR cccccccs — 5 + 1 + 3 + 4 
Chicago — 2 + 5 + 5 + 3 
i esses — 7 — 3* — 2 — | 
Minneapolis + 6 — 2 + 3 + 2 
Kansas City — 5 — 8 — 2 0 
OS OE - 6 — 9 — 8 0 
San Francisco .. — 4 + $ 0 + ] 
U. S. Total .. — 4 + 3 + 3 + 2 


Manufacturers’ sales 
in January top 1956 


Manufacturers sold more goods 
and received more new orders in 
January than they did in January, 
1956, the Commerce Dept. reports. 

Manufacturers’ sales during Jan- 
uary totaled $28.7 billion. This is 
nearly $2.5 billion more than the 
same month a year ago. It is also 
nearly $1 billion more than in De- 
cember. 


New orders placed with manu- 
facturers in January totaled $29.4 
billion, an increase of $1.9 billion 
over January, 1956. The increase 
in new orders was also $1.2 billion 
higher than the total placed in 
December. 


The backlog of unfilled orders 
placed with manufacturers contin- 
ued to grow. Unfilled orders in 
January totaled $62.3 billion com- 
pared with $56.6 billion in Janu- 
ary, 1956. 

The book value of inventories 
held by manufacturers at the end 
of January showed an increase 
over the year before figure. Inven- 

















NEW <Suop Gt" 


Grass Shear 































It has a real sales 
story. And this 
self-selling prod- 
uct card tells your 
customer why he 
should buy. You’ll] 
find that he will. 


oy os 
, Nn J rd 
y 
4 







j One of a complete line of “‘Snap- 
$ Cut’’ Garden Shears for all prun- 
; ing and trimming. /t’s a@ snap 
with a “Snap-Cut.”’ 


Luatity Tools 







Seymour Smitx 


Swace 7850 
SEYMOUR SMITH & SON, INC. 





2703 Main St., Oakville, Conn. 
Sales Reps.: John H. Graham & Co., Inc 
105 Duane St., New York 8, N. Y. 
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Superior Design, 
» Construction and 
PERFORMANCE 


‘far greater 
strength and 
SAFETY! 


| oo 
~ Apphoved 


AND SWIMMING 
POOL EQUIPMENT 


The wise choice of experienced 
buyers for nearly half a century. 


WRITE FOR LITERATURE 




















AMERICAN 


PLAYGROUND DEVICE CO. 
INDIANA, U.S.A. 


ANDERSON, 


T MANUFA 




















ot Ned! 


OR 


REGU. S. & CAN. PAT- OFF. 


UNIVERSAL LIQUID CEMENT 


Meek 


Yj 





aia 


aga Whatever the demands of the hobby 
craftsman, you can recommend AMBROID 
a——— with confidence! This amazing adhesive 
on withstands such tremendous pressure 

that an AMBROID-cemented joint often 

ST outlasts the original materials! 

ree Waterproof, hot fuel resistant, fast 

porterY drying. For all wood, leather, metal, 


fabrics, glass, pottery, china, plastic. 
Keep hobbyists happy! Bring ’em 






back! Get AMBROID . . . TODAY! 
pructio® 
model COM a Retail: 2 oz. tube............ 30c 
= AMBROID 4¥ oz. tube... 60c . 


STAYS 
STUCK! 


AMBROID CO., INC. 
Weymouth 88, Mass. 


“Craftsman’s choice since 1910" 








CHOICE 






Hard Rubber 


GAME AND BIRD CALLS 


Millions of hunters have bought Olt's Game and Bird Calls. 


For 

ntury Olf's Calls have been popular choice 
gem and expert alike. Hunters know ay get their limit 
when they bring ‘em in range with an OLT Call 





a 


$2.75 1-20 Fox-Coyote Call ............ 


a = 


V-16 Crow Call...... $1.85 S-8 Perfect Squirrel Call 


M-9 Perfect Crow Call....... G-7 Regu/ar Hawk Call $2.75 
Instruction Records (78 my  k P.M.) 
* Olt's C-102 Crow ling, $2.00 * Olt's 
F105 Fox-Coyote Calling, $2.00 « Olt's 
S-104 Squirrel Calling, $2.50 
Distributed Through Jobbers Only 


PHILIP S. OLT CO. se! 442 


’ f A RS 


E-| Regular Crow Call.. 











OF SERVING T 


IN'S HUNTERS 
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GRIFFIN 


Cat. #R240 


“A Good Line 
to Handle”’’ 





SHELF HARDWARE 





Wrought Steel Butts 


When it comes to any item in shelf 








hardware . . . mending plates, flat 

















| 








MANUFACTURING CO. 


corners, corner braces, strap 
hinges and T hinges (light or 
heavy), safety hasps, shelf brack- 
ets, or what have you... you'll 
find your fellow dealers saying, 
“We like to handle the Griffin 
line.” You buy in any selection 
your customers want... and you'll 
find Griffin gives good service, 
never cutting on quality. You'll 
find your wholesalers like every- 
thing about the firm’s policy .. . 
and you'll find your customers like 
the Griffin products. 








A full line of Wrought Steel 
Butts and Shelf Hardware. 


~ GRIFFIN’ 


“since 1899” 


ERIE, PA. 


“See us at the Convention in Palm Beach" 
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You're Sure to... 


Make More 
Money 


with the 















































HARDWARE 
WEEK Special 
























































the ORIGINAL DURO 


PLASTIC ALUMINUM 


“Metal in Putty Form” in big 512 oz. tube 


DURO handy-patch 


“The Self Soldering Patch” 








| DEALER SPECIAL HS 157 | 
12-Pak Display 
DURO PLASTIC ALUMINUM *12.00 
6-Pak Display 
DURO handy-patch 
2 FREE tubes 
DURO PLASTIC ALUMINUM 2.00 





Retail Value 


6.00 





Retail Value *20.00 


Plus 50 FREE envelope stuffers and 
sample applications 


Your Cost 


$10.80 

YOUR 
PROFIT 
$ ozo 
ORDER FROM YOUR JOBBER 


riqinators and World's Largest 
Mirs. of Plastic Metals 





WOODHILL CHEMICAL CO. 


1391 E. 33rd St. « Cleveland 14. Ohio 











tories in January, 1957, totaled 
$51.9 billion, compared with $46.7 
billion in January, 1956. 

Factory sales of standard - size 
household vacuum cleaners in Jan- 
uary totaled 276,738 units, accord- 
ing to the Vacuum Cleaner Mfrs. 
Assn. This represents a 1.5 percent 
drop from December sales and an 
8.4 percent decrease from. the 
record sales of January, 1956. 


Manufacturers expand 
production facilities 


Lenk Mfg. Co., Boston, Mass., 
and Lenk Co., Franklin, Ky., will 
be consolidated under one roof at 
Franklin, Ky. Facilities are being 
expanded to accommodate the con- 
solidation. 

Hypro Engineering, Inc., Minne- 
apolis, Minn., has built a one-story 
10,000 sq ft addition to its plant. 

Waltco Products, Chicago, has 
moved into a plant building offer- 
ing expanded manufacturing facil- 
ities at 4501 South Western Ave., 


| Chicago. 








Old English Foam Float Co., 


Inc., has moved to a new, larger | 





plant in Richmond, Va. The com- | 


pany formerly 
Christi, Texas. 
Rust-Oleum Corp., Evanston, IIl., 


was at Corpus 


has completed a $500,000 addition 


to its plant. 

Simonds Saw & Steel Co., Fitch- 
burg, Mass., is building a 40,000 
sq ft warehouse, sales office and 
service shop in Shreveport, La. 

Grabler Mfg. Co. recently opened 


ice the general Michigan area. New 
building is the fourteenth in the 
string of Grabler warehouses from 


' coast to coast. 


Sharon changes prices 
New prices on its fastener as- 


| sortment line have been announced 
'by Sharon Bolt & Screw Co., Inc., 


_ Norwood, Mass. Stickers, with the 
Sharon cartons are available from 





new retail prices, for use on 


the company. 


Business failures up 


Business failures in the week 
ended March 7 totaled 327, accord- 
ing to Dun & Bradstreet, Inc. This 
compares with 268 reported in the 
corresponding week of 1956. 


a new warehouse in Detroit to serv- | 


“THE — CALLS © 


DYKEM 
STEEL BLUE’ 
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Popular package 8-oz. can fitted with 
Bakelite cap holding soft-hair brush 
for applying — at bench; metal sur- 
face ready for layout ina few minutes. 
The dark blue background makes the 
scribed lines show up in sharp relief, 
prevents metal glare. Increases effi- 
ciency and accuracy. 


Write for full information 
THE DYKEM COMPANY 
: Established 1920 
= 23058 North 11th St. «© St. Louis 6, Mo. 
















His Hardware Age 
Ad. Brought Results— 


“As a Manufacturers’ Representative. 
getting the HARDWARE AGE is a 
necessity, especially in view of the fact 
that | have secured several desirable 
lines through the Advertisement | 
placed in the AGE in January. With 
best wishes for your continued success." 
Sincerely yours, 


A attefies Advertiser 








NOT 








CHAIR-LOC 


Amazing New Liquid 
S-W-E-L-L-S§ Woo 


@ Penetrates wood fibre— 
makes them e-x-p-a-n-d 
permanently. 

Quickest and easiest way 
to fix loose chair rungs, 
legs, handles, dowels, 
dove-tails, etc. 

A Fast-Selling Impulse item 


Write a haa ap Sane and 


aaa Loc Co. 
Lakehurst 3, N. J. 











THERE IS A DIFFERENCE IN CHAMOIS 
NU NSH MW) 


TROMch ‘ 
ScEmuinn 
CHAMOIS SKIN 
Zteana@eme amr tit \c: 


"EASIER TO USE 
"LASTS LONGER 
"CLEANS BETTER 
CORP. HAVERHILL, MASS. 


HOYT & WORTHEN TANNING 
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TO TWO GREAT AIDS 


TO FISHERMEN 
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WORLD’S a) 
LARGEST SELLING PLUG | 
OVER 18,000,000 SOLD ‘ 


MeFighcake 


TOP 
WATER 
LURE 














Sensational ! 
» HELIN TACKLE COMPANY 


4099 Beavfait Detroit 7, Mich. 


og 


CATALOG 

















| TUCKER 
|OUTDOOR 
FURNITURE 








rr 


TUCKER 





FOLDING 
FURNITURE 








CAMP COTS 


Sturdy, compact folding cots available in five sizes. Hard- 
wood frames, painted hardware and extra heavy canvas 
covering. Legs reinforced with “S” iron braces. White or 
Olive Drab covers. 


DIRECTOR'S CHAIR 


Attractive, high quality utility 
chair for indoor or outdoor use. 
Hardwood frame finished in na- 
tural varnish or white lacquer. Seat 
and back made from extra heavy 
canvas and available in olive drab, 
khaki, red, green, yellow or blue. 


Write for catalog and prices. 


TUCKER DUCK & RUBBER CO. 


FORT SMITH, ARK. 
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FLEXIBLE PLASTIC PIPE 


may look alike AEA 


survives rugged 









_ THERE IS A 
DIFFERENCE! 





GUARANTEED-QUALITY FLEXIBLE PLASTIC PIPE 





“burst”’ 
test! 


continually 





We subject Cresline to 


rigorous ac- 
celerated use tests and compare results with other 


flexible plastic pipe. The “burst” test shown above 
is one of them. Subjected to 172 Ib./sq. in. pressure 
at 113° F., pipe “A” failed in 3 minutes, pipe “B” in 
15 minutes, pipe “C” in 19 minutes, and pipe “D” 
in 7 hours. Cresline showed no failure after 1200 
hours (when the test was discontinued). We use only 
the best virgin polyethylene — proved best by our 
own tests. In addition, we check quality through ev- 
ery step of production. That’s why we are able to 
guarantee in writing that Cresline is right — the 
highest quality flexible plastic pipe available. There 
are many other consumer advantages, including the 
fact that Cresline is measured and marked every foot 
and every 10 feet for fast installation. Write today 
for literature and details on how you can become a 
Cresline dealer. 


LOOK FOR THESE ADDED PROOFS OF QUALITY 





This seal on Cresline Pipe shows 
the National Sanitation Foun- 
dation has approved it for drink- 
ing water use. 


Cresline is made with Du Pont 
Alathon 25 and is marked with 
this tag. It proved the best in 
our tests. 


ALL PLASTIC PIPE IS ROUND, BLACK AND HAS 
A HOLE IN IT... BUT THERE IS A DIFFERENCE! 


FREE TO JOBBERS: PLASTIC PIPE CATALOG. 


All the general information you need on types, ap- 
plications, and properties including useful tables on 
chemical resistance and flow vs. friction loss. Write to- 
day for your free catalog. 


CRESCENT PLASTICS, 


Dept. A-7, 955 Diamond Ave. * 





INC. 


Evansville 7, Ind. 
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Johnson Self-Serve Hard- 
ware, 1210 S. Minnesota 
Ave., Sioux Falls, S. D. has 
been selected brand name re- 
tailer-of-the-year in the hard- 
ware store category. 
































MISS JEANNE JOHNSON 
Henry E. Abt, president of 


Brand Names Foundation, 
Inc., sponsor of the competi- 
tion, will present the award 
to Miss Jeanne Johnson, 


Johnson Hardware Wins Brand Name Contest; 
Bennet Hardware, Forgit Hardware Lauded 


president of the winning 
store, at a dinner at the Wal- 
dorf-Astoria Hotel in New 
York City on May 3. 

Johnson Self-Serve Hard- 
ware was a runner-up in the 
1955 competition, winning a 
Certificate of Distinction. 

The award, judged by a 
panel of last year’s winners, 
was made on the basis of the 
store’s “outstanding presen- 
tation of manufacturers’ ad- 
vertised brands during 1956. 

Two other hardware deal- 
ers were cited with Certifi- 
cates of Distinction. They 
were H. H. Bennet Hardware 
Co., 106 Northampton St., 
Easton, Pa., John D. Bennet 
Jr., vice-president; and Al 
Forgit Hardware, 2205 W. 
Balboa Blvd., Newport 
Beach, Calif., represented by 
Al Forgit. Bennet Hardware 
was a runner-up in the 1952 
competition. 



































Ace Summer Toy Show 
Scheduled June 2-4 


Ace Hardware Corp., 
wholesaler in Chicago, IIL., 
will hold its summer conven- 
tion and toy show in the Ace 
warehouse, 2355 S. Blue Is- 
land Ave., June 2 through 
June 4, 

A full line of toys, wheel 
goods and gift merchandise 
will be displayed. Meetings 
with dealers will also be con- 
ducted. 

Charles B. McClaskey will 
be manager in charge of the 
show. 


Ackerman Gets Sales 

Post At Millers Falls 
Arthur E. Ackerman has 

been named general sales 


manager of Millers Falls Co., 
Greenfield, Mass. He _ suc- 
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eeeds Clarence W. Otto. 

Mr. Otto has retired as 
vice-president and general 
sales manager after 36 years 
with the company. 





ARTHUR E. ACKERMAN 


Mr. Ackerman has held 
various plant and sales man- 
agement positions with the 
firm. He became assistant 
general sales manager in 
1948. 





New field men added to staff of Cotter & Co., discuss 1957 
merchandising plans with (seated) Edward E. Lanctot, mer- 
chandising manager, and Herb Haller, sales manazer. The 
field men are, (standing, left to right) James Herron, Dorsey 
Husenetter, Arthur Janz, Wm. Bacon. 


Cotter Sales at New Record $9 Million; 
Sales Plans Enlarged; Field Men Added 


A new record sales volume 
for 1956 of close to $9 mil- 
lion was reported at the re- 
cent stockholders’ meeting of 
Cotter & Co., dealer-owned 
wholesaler of Chicago. This 
was a 19 percent gain over 
1955. 

John M. Cotter, president 
and general manager, pre- 
dicted that 1957 would show 
a further increase in sales. 
February billings, he said, 
were the largest of any 
month in the firm’s history. 

Mr. Cotter told stockhold- 
er-members that additional 
store members will be added 
in 1957 on a very selective 
basis. 

Warehouse space used by 
the company in 1956 was in- 
creased 20,000 sq ft to a total 
of 175,000 sq ft. 

Dealer merchandising ser- 
vices have been expanded, 
with the addition of a new 
consumer circular for late 
March-April. The mat service 
and the store kit program 
have also been enlarged. 

The basic check-list pro- 


gram, including bin tickets, 
will be completed in 1957. 

Four new field men have 
been added to the company’s 
staff. They are James Her- 
ron, Dorsey Husenetter, Ar- 
thur Janz and Wm. Bacon. 

Election of officers saw all 
present officers re-elected. 
The present officers are John 
M. Cotter, president and gen- 
eral manager; Harry J. Debo, 
Peru, IIL, vice-president; 
Wm. H. Althoff, McHenry, 
Ill., treasurer, and Edward 
E. Lanctot, secretary. 

The stockholders’ meeting 
was held in conjunction with 
the annual merchandise show. 
This show covered 30,000 sq 
ft with 300 manufacturers 
participating. 

A series of dealer meetings 
was also held. These covered 
such subjects as paint, seeds, 
fans, Hardware Week, check 
lists, future orders, etc. J. R. 
Caldwell, president of Woos- 
ter Rubber Co., and J. E. Cul- 
berg, vice-president, sales, 
Ekco Products Co., spoke at 
the opening meeting. 
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Stanley-Judd Names 
Martens to Top Post 


H. Henry Martens has been 
named general sales manager 
of Stanley-Judd, a division of 
the Stanley Works, Walling- 
ford, Conn. 

Mr. Martens has overall 
responsibility for sales, ad- 
vertising, and merchandising. 

Before joining Stanley, Mr. 
Martens was vice-president 
of Proctor Electric Co., and 
had been associated with Na- 
tional Enameling & Stamp- 
ing Co. 

The Stanley Works also an- 
nounced the retirement of W. 
Ronald Morse, executive vice- 
president and director of the 





H. HENRY MARTENS 


company, effective April 1. 
He has been with Stanley 
since 1919. He was elected 
vice-president of the hard- 
ware division in 1949. 





Pennsylvania Wholesalers Report Gains; 


David H. Paules Elected Assn. President 


The 57th annual spring 
meeting of the Pennsylvania 
Wholesale Hardware & Sup- 
ply Association discussed 
sales, inventories and ac- 
counts receivables. 

Sales for 1956 showed an 
average gain of 5.72 percent 
over those in 1955, January 
and February, 1957, sales ex- 
ceed those of the same 
months in 1956 by 4.38 per- 
cent. 

Held at the Sheraton- 
Astor Hotel in New York 
City, March 7 and 8, the 
meeting attracted 140 mem- 
bers and guests. 

Members reported that 
their inventories as of Dec. 
31, 1956, exceeded those of 
the previous year by 3.86 
percent. The average ac- 
counts receivable totals as of 
the same date equalled 38.14 
days’ sales, an increase of 
about 2% percent. 


The association elected Da- 
vid H. Paules, Fulton, 
Mehring & Hauser Co., York, 
as president to succeed War- 
ren J. Geisinger, M. S. 
Young & Co., Allentown. Mr. 
Geisinger became chairman 
of the executive committee. 





DAVID H. PAULES 


Ivan Rohrer, Schindel, 
Rohrer & Co., Inc., Hagers- 
town, Md., is first vice-presi- 
dent. The group elected John 
Wolfertz, C. F. Wolfertz & 
Co.; Allentown, second vice- 
president. 

James G. Krause, Geo. 
Krause Hardware Co., Leba- 
non, continues as secretary- 
treasurer. 

The association named C. 
R. Herr, Herr & Co., Lan- 
caster; Walter Wagner, 
Wagner Bros. Hardware Co., 
Inc., Hazleton, and Eugene 
Thomas of Frederick Trad- 
ing Co., Frederick, Md., as 
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Janney Is Not Being Sold; B. J. Case Lists 
Stock Holdings to Emphasize Ownership. 
I. Wold Joins Janney as Consultant 


Ownership of Janney, Sem- 
ple, Hill & Co., Minneapolis 
wholesaler, is firmly in the 
hands of present manage- 
ment. There are absolutely 
no plans to sell control of 
Janney to outside interests. 

All rumors that control of 
Janney is being acquired by 
outside sources is completely 
false. 





Pauly Named Berenson 
Purchasing Manager 


Hoy Pauly has joined Ber- 
enson Hardware Co., Port- 
land, Ore., wholesaler, as 
purchasing department man- 
ager. 

Mr. Pauly has had over 
thirty years’ experience as 
tool and houseware buyer for 
a number of wholesale hard- 
ware jobbers. 

Berenson is expanding its 
tool lines and opening a 
housewares department. 


Bigelow & Dowse Co. 
Salesmen Wins Trip 


Kenneth Nickerson, sales- 
man for Bigelow & Dowse 
Co., wholesaler in Needham 
Heights, Mass., recently won 
a Bermuda vacation for him- 
self and his wife. 

Bigelow & Dowse presented 
him with the award for win- 


ning a contest among its 
salesmen for the best all- 
around performance in the 


last half of 1956. 





members of the executive 
committee. 

The association voted to 
hold quarterly business meet- 
ings in addition to the spring 
and fall sessions it has held 
for many years. (See photo 
on Photo Angles page 201). 


This emphatic statement 
was contained in a notice re- 
cently issued by Benton J. 
Case, Janney president. 

In an unusual step to end 
rumors concerning the own- 
ership of Janney, Mr. Case 
has made available a nota- 
rized statement of the owner- 
ship of the firm. He plans to 
issue a statement of stock 
holdings each week in an ef- 
fort to demonstrate the lack 
of outside ownership of the 
company’s stock. Each week- 
ly statement will reflect any 
transfer of stock that may 
take place. 

It was also announced that 
I. Wold, formerly vice-presi- 
dent of Kelley-How-Thomson 
Co., Duluth wholesaler, has 
joined Janney as a sales con- 
sultant. He will report to 
L. M. Hatfield, Janney vice- 
president for sales. Mr. Wold 
has been with Kelley-How- 
Thomson for 50 years. 

In the statement covering 
ownership of Janney, Mr. 
Case gives the following no- 
tarized facts: 

Janney’s capital structure 
consists of 35,000 authorized 
shares of common stock. 
There is no preferred stock, 
bonds or debentures. 

There are at present 25,378 
shares of common stock out- 
standing. Officers of the com- 
pany, directors and members 
of their families, numbering 
43 persons, own 79 percent of 
outstanding shares. 

Other persons now em- 
ployed by Janney, numbering 
11, own 2 percent of the 
stock. 

Six descendents and heirs 
of former officers, all friendly 
to the present management, 
own 19 percent, or the bal- 
ance of outstanding shares. 

The balance of authorized 
shares, or 9622 shares, has 


(Continued on page 192) 
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You haven't seen them all until you've 






seen the complete line of plastic 


GARDEN HOSE 
PLYMOUTH 


Originators of plastic garden bose 











z= CANTON ~. 


GARDEN HOSE 





CANTON 


GARDEN HOSE 

100% vinyl — Full 7/16” 1.D. — 
GUARANTEED IN WRITING 
FOR 7 YEARS! 50 ft. length retails 
for LESS THAN $4.00! 


FREE SAMPLES / 


Write for FREE SAMPLES and price 
list of our full line — actual sections 
with couplings that will SELL for you! 
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SANTON, MASSACHUSETTS 
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News of the Trade 


Franklin Elected Arkansas Assn. President 





iNG 






Officers and directors of Arkansas Retail Hardware Assn. 
elected at the annual convention in Little Rock were (left 
to right): front row, Ursell Davis, Smith-Vaughan Mercan- 
tile, Searcy, board chairman; W. F. Schallhorn, Schallhorn 
Hardware, DeWitt, second vice-president; Adrian Crowe, 
Crowe Hardware & Seed, Fort Smith, first vice-president; 
Henry Franklin, Franklin Hardware, Jonesboro, president; 
back row, Directors J. D. Harlan, Harlan Bros. Hardware, 
Trumann; C. N. Haven, Haven Hardware & Sport Goods, 
Forrest City; W. H. Parks, Parks Hardware, Batesville; C. D. 


Davis, Saveway Hardware, 


Harrison; and James Watts, 


Vaughan Hardware, Hot Springs. Not shown is R. J. Lindsay, 
Smith-Lindsay, Stuttgart, who was elected a director. 





Warner Elects Three 
New Vice-Presidents 


Three additional officers 
were elected at the annual 
directors’ meeting of Warner 
Hardware Co., Minneapolis, 
Minn., according to an an- 
nouncement by Leon C. War- 
ner, president. 

John Gorius, general mer- 
chandise manager, has be- 
come vice-president, mer- 
chandising. Mr. Gorius 
started with the company in 
1937 as a salesman. 

Ray Ohlson, branch stores 


division manager, has  be- 
come vice-president, branch 
stores. His first job with the 
company was in the account- 
ing department in 1936. 
Armand Evans, wholesale 
division Manager, is now 
vice-president, wholesale di- 
vision. He started work for 
the company in 1933. 
Another change at Warner 
is the promotion of Thelmer 
Nelson from assistant credit 
manager to manager of re- 
tail credit sales. Mr. Nelson 
has been in the credit de- 
partment since 1933. 





Janney Not Being Sold 
Stock Holdings Listed 


(Continued from page 191) 


been purchased from former 
officers of the company or 
their descendents, and retired 
as Treasury Stock. 

From time to time small 
amounts of this treasury 
stock have been made avail- 
able to active officers, di- 
rectors and other key em- 
ployees. 

Under no circumstances is 
this stock for sale to the 
public or anyone not now on 
the company’s payroll. 

Mr. Case points out that 
this information indicates 
that it would be impossible 
for an outsider to obtain con- 


trol of the company. 

In recent months all types 
of rumors of change in own- 
ership of wholesale firms in 
the Upper Midwest have been 
rife. Most are completely un- 
founded. However, in an ef- 
fort to end for good all gossip 
concerning Janney, Mr. Case 
decided on the drastic step of 
publishing the information on 
the ownership of the com- 
pany. 

Mr. Wold, in joining Jan- 
ney, continues a hardware 
career going back 50 years. 
He started with Kelley-How 
as a warehouse boy. He 
served as vice-president for 
10 years and was a director 
until the firm was sold to 
Marshall-Wells. He had been 
sales manager for 21 years. 
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They’ve been adding on — since they started 
suggesting ‘““Scotcn” Brand Masking Tape 
with every paint sale! 























A HOUSEHOLD WORD IN 
HOUSEHOLD HARDWARE 
SINCE 1872 
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The CHOICE 


where quality counts / 






INSTALLS FASTER 


Year after year, the world’s foremost home 
prefabricator depends upon E-Z-SET for up-to- 
the-minute styling, ease of installation and trouble- 
free operation. You, too, can depend upon National 
E-Z-SET because they are priced right to sell fast. 


Self-aligning thru-bolts Available with or without 
deadlocking latch bolts in 
regular or 5” (1 pc.) backsets 
In all standard finishes Also matching interior sets 


Only 3 pre-assembled units 


Over 25 Years Manufacturing Fine Builders Hardware Exclusively 


ATIONAL HARDWARE 


CORPORATION 










ONLY COMPLETE LINE 
OF HOME SLICING MACHINES 
IN THE WORLD! 


Hand-Operated Slicing! 

Electric Slicing! 

Smooth or serrated Stainless Knife! 
New decorated slicers on Sparkling 
White Porcenamel! 






















GENERAL 
| 2 gy / 
Electric Home 
Slicing Machine 

































Slices cheese, meat (hot or 
cold), bread, vegetables, and 
other hard-to-slice foods. 
Gravity feed, scientific 
“right-hand” feed, suction 
cups, 644” Serrated Stainless Knife in Gleaming 
Lifetime Chrome 
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MODEL i150 
Compact, economical, efficient slicer with 644” blade, grav- 
ity feed, pedestal legs stand securely on suction cups. In 
Gleaming Lifetime Chrome....................cccccc0ceec0e. $4995 


YOU CAN HAVE A SLICING MACHINE CENTER 
Become the center for slicing machines in your com- 
munity with a complete line of General Slicers. 











... backed by the greatest advertising 
campaign ever put behind home slicing machines. 


From $1295 to $4995 
















GENERAL SLICING MACHINE CO., Inc. 


WALDEN NEW YORK 

















News of the Trade 


New York Assn. Elects Officers, Directors 


Elected at the recent annual convention of New York State 
Retail Hardware Assn. were (left to right): first row, G. G. 
Hoy, Herkimer, director; P. Morrow, Orchard Park, 
second vice-president; G. E. Kern, Dansville, retiring presi- 
dent; C. M. Close, Middletown, president; George Water- 
house Jr., Pittsford, first vice-president; H. B. Cornell, Pleas- 
antville, director; second row, N. H. Kiley, executive secre- 
tary; R. L. Rose, director; W. A. Paddock, Wolcott, a panel 
discussion leader at the convention; W. E. Deming, Hunting- 
ton, director; R. C. McGregor, Ellenburg Depot, director; J. R. 
Winegar, director; third row, P. D. Mahoney, Schenectady; 
N. W. Howard, Binghamton; R. E. Hall, Painted Post; J. B. 
Goetzman, Niagara Falls; V. E. Fargo, Smyrna; and J. A. 
Losee Jr., Richfield Springs, all directors. 





of the 20,000-pound lot is 40¢, 
according to Ekco’s vice- 
president in charge of house- 
wares sales, Jack J. Culberg. 


Supplee-Biddle-Steltz 
Buys 10 Tons of Gadgets 
Supplee-Biddle-Steltz, Phil- 


_ adelphia wholesaler, recently 


had its loading docks filled 
with gadgets. 
On March 18, the firm re- 


| ceived a 10-ton shipment of 


| 





Mr. Culberg said that the 
shipment is further proof 
that “the American public 
is the greatest gadget-minded 
people in the world.” 


Officers of both companies 
were on hand for ceremonies 
as the trailer load arrived at 
Philadelphia. 


assorted gadgets and com- 
panion display units from 
Ekco Products Co., Chicago. 

Average unit retail price 











New Officers Elected by Michigan Dealers 





Among the new officers and directors elected at the recent 
convention of Michigan Retail Hardware Assn. were (left 
to right): seated, W. Schumacher, Lansing, manager-trea- 
surer; Boyd M. Tiffany, Gekle & Martin, Monroe, president; 
J. E. Fromm, Eric Fromm, Inc., Detroit, vice-president; stand- 
ing, Directors R. M. Audrain, Audrain Hardware, Gaylord; 
J. W. O'Neill, White Hardware, Cadillac; J. H. Bolt, Bolt 
Hardware, Muskegon; Wendell Neelands, Neelands Hardware, 
Clio; A. A. Merchant, E. W. Merchant's Sons, Union City; 
E. B. Emmett, Romeo Hardware, Romeo; and F. J. Gartner, 
Gartner Hardware, Wyandotte. 
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Joe M. Jonas Given 
Management Citation 


Joe M. Jonas, industrial 
relations officer of Our Own 
Hardware, Minneapolis 
dealer-owned wholesaler, has 
been given the second annual 
Labor-Management Relations 
Award by the Minneapolis 
Junior Chamber of Com- 
merce. 

Award is for “an outstand- 
ing job in promoting good 
labor-management relations 
in Minneapolis.” 

Presentation was made on 
March 26 at Minneapolis’ 
Leamington Hotel. U. 8S. Sec- 
retary of Labor James P. 
Mitchell was the principal 
speaker. 


Builders Hardware Golf 

The Builders Hardware 
Club of Southern California 
recently held its Spring Golf 
Tournament in Pasadena, 


Calif. Among the prizewin- 
ners were: low gross, Paul 
Nissen, Nissen Sales; low 


net, Stu Wastell, Montgom- 
ery Hardware; high gross, 
Ed Erickson, California 
Hardware; guest low gross, 
Chuck Williams, Wilson F. 
Clark Co.; and worst hole, 
Bob Kelley, American Whole- 
sale Hardware Co. 


News of the Trade—— 








GEORGE F. HENSCHEL 


George F. Henschel 
Joins National Can 
Henschel 


George F. has 


joined National Can Corp., 


New York, as vice-president 
and general sales manager. 
Mr. Henschel had been 
with American Can Co. since 
1930. He had been general 
sales manager there before 
joining National Can. 


E Z Paintr Appoints 
J. J. Quinn Treasurer 


James J. Quinn has been | 


WITH EVERY SPECIAL 


Mr. Quinn, who was as- | 


appointed treasurer of the 
E Z Paintr Corp., Milwaukee, 
Wis. 


sistant treasurer, joined the 
firm in 1952. 








Missouri Retailers Elect New Officers 


TTS 





New officers and directors were elected by Missouri Retail 
Hardware Assn. members at their annual convention in St. 
Louis. They are (left to right): front row, D. 


Haydon Hardware, Hannibal, director; Fred Boemer, 


E. Wagner, | 
St. | 


Louis, secretary; Ralph Butts, Farm Supply, Lebanon, vice- | 
president; Adolph F. Simon, Florissant Hardware, Jennings, | 


president; B. J. Dierkes, Southwest Hardware, St. Louis, trea- 
surer; F. L. G. Weiss, Union Hardware & Mercantile, St. 
Louis, director; back row, Raymond Aschen, County Hard- 
ware, Kirkwood, director; Edward Dunlop, Dunlop Hardware, 
Bowling Green, advisory board; A. J. Fuchs, Pine Lawn 
Hardware & Appliance, Pine Lawn, advisory board; Francis 
Knollmeyer, Scruggs-Guhleman-Knollmeyer, Linn, advisory 


board; Hardin Franks, Hardin Franks Hardware, Alton, di- | 


rector; Max Okenfuss, Okenfuss Hardware, Ste. Genevieve: | 


and William McKinnon, Ballwin Hardware, Ballwin, director. 
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Rainlow Pack, 
of O-CEDAR NYLON 
and COTTON MOPS 


Here’s a real bargain....order just six O-Cedar 
Dust Mops and you get a new nylon Duster 
($2.29 value) absolutely FREE! The No. 100 
Assortment includes one pink and one blue 
“Every-Which-Way” Nylon Mop, one turquoise 
and one yellow “Every-Which-Way” Cotton Mop 
and two turquoise Triangular Mops—plus your 
FREE Nylon Duster. 

In the No. 200 Assortment the turquoise Triangulars 


are replaced with Polish Mops. Order these famous, 
nationally advertised products now. 


0O-Cedar 


Division of American-Marietta Company 


2246 West 49th Street 
Chicago 9, Illinois 


Pastolels 

















Please ship No. 100 Assortment 
Please ship No. 200 Assortment 
Name 
Address 
City Zone State 
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Push Button 
Display 














































EDWARDS 


..».the easy way 
to “‘button up” sales 


Today more and more home owners are renovating 
and modernizing. Another good reason to set up your 
store as signaling headquarters with a complete assort- 
ment of push buttons, transformers, contacts, bells, 
door chimes and home fire alarms. New Edwards dis- 
plays are constant reminders that result in more sales 
from store traffic. 





Order your displays now, and capitalize on this market 
with Edwards complete stock of signaling equipment. 
See your Edwards Distributor or write Dept. HA-3, 
Edwards Company, Norwalk, Connecticut. (In Can- 
ada; Edwards of Canada, Ltd., Owen Sound, Ontario.) 
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Easi-Mount 
Transformer 








EDWARDS 


specialists in signaling since 1872 


DESIGN « DEVELOPMENT ¢ MANUFACTURE 








—— News of the Trade—— 


1957 Southern Hardware Convention Opens 


April 7; Warehousing Will Be Discussed 


Warehousing problems, em- 
ployee relations and sales 
problems will be discussed at 
the 1957 Southern Hardware 
Convention at the Biltmore 
Hotel, Palm Beach, Fla., Ap- 
ril 7-11. The convention is 
held jointly by the Southern 
Wholesale Hardware Assn. 
and the American Hardware 
Mfrs. Assn. 

Warehousing will be the 
chief topic of discussion at 
the April 9 meeting of 
SWHA. The first part of the 
meeting will be a report of 
the warehouse conferences 
conducted last fall. This will 
be followed by a discussion of 
new warehouses just com- 
pleted and under construc- 
tion. A discussion of manu- 
facturers’ bonuses to whole- 


| salers’ salesmen will follow. 




















At the April 11 session of 
SWHA, wholesalers will dis- 
cuss employee relations, cata- 
log problems, use of trucks 
for incoming merchandise, 
seasonal dating and the 
southern seasons, it’s time to 
start selling, the pro and con 
of low margin specials and 


planning salesmen’s _terri- 
tories. 

Joint sessions of SWHA 
and AHMA will be held April 
8 and 10. Dr. Pierce Harris, 
pastor of First Methodist 
Church, Atlanta, Ga., will 
speak on “A Working Creed 
for a Changing World” at the 
April 8 meeting. Speakers at 
the April 10 meeting will be 
Dr. Leo Bogart, director of 
account research at McCann- 
Erickson, Ine., New York, 
N. Y., on “Advertising and 
the Wholesaler,” and Theo- 
dore F. Koop, director of CBS 
News and Public Affairs 
Bureau, Washington, D. C., 
on “The Washington Cli- 
mate.” 

Advance registration for 
the convention will begin 
April 6. Registration will 
continue on April 7 and will 
be followed by the conven- 
tion reception. A contact ses- 
sion for delegates to get ac- 
quainted is scheduled for 
April 8. A new feature of 
the convention, a reception 
and buffet supper, will be 
held on April 9. 





DiMaio Named Factory 
Manager for Lawn-Boy 


Jess DiMaio has been 
named factory manager for 
the Lawn-Boy Div. of Out- 
board Marine Corp., Lamar, 
Mo. Mr. DiMaio joined Lawn- 
Boy in 1949 and headed the 
time study department prior 
to his latest appointment. 


New Officers Elected 
In Pacific Northwest 


Howard Hagen, of Pendle- 
ton Grain Growers, Pendle- 
ton, Ore., was elected presi- 
dent of Pacific Northwest 
Hardware & Implement Assn. 
at its annual convention in 
Spokane, Wash. 

John Streiff, J. D. Jacobs 
Co., Lewiston, Idaho, was 
elected vice-president, and J. 
Malcolm Smith, Spokane, 
Wash., reelected secretary. 

Newly elected directors are 


| Ray Bock, Bock Equipment, 
| Puyallup, 
| Daniels, Daniels Hardware, 
Fairfield, Wash.; 


Wash.; Keith 


Lloyd 


McKinnel, McKinnel Trac- 


_ tors, Chehalis, Wash.; Walt 
| Fry, Valley Hay & Imple- 


ment, Sunnyside, Wash.; L. 
H. Mott, S & M Hardware, 
Moses Lake, Wash.; Harold 
Fisher, Fisher Implement, 
Albany, Ore.; and Bill Kab- 
rich, Burrows Tractors, Ya- 
kima, Wash. 





M. F. PATULSKI 


Porter-Cable Names 
Products Sales Mgr. 


Porter-Cable Machine Co., 
Syracuse, N. Y., has ap- 
pointed Mathew F. Patulski 
product sales manager in its 
gasoline powered equipment 
division. 
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Retail toy sales in 1957 
should total more than $1% 
billion. Prices will be about 
the same as last year. 

Those were the predictions 
made as the 54th annual 
American Toy Fair closed its 
10-day showing to buyers. 
Abraham Swedlin, president 
of the Toy Mfrs. of the 
U.S.A., made the prediction 
based on buying at the show. 

More than 14,000 toy buy- 
ers visited the show which 
was held at the Hotels Shera- 
ton-McAlpin and New Yorker 
and at permanent showrooms 
at 200 Fifth Ave. and 1107 
Broadway in New York City. 

An interesting develop- 
ment at the show was the 
demand for high ticket items. 
Many buyers reported that 
more expensive items sold 
well last year, indicating that 








News of the Trade— 


Toy Sales of $1% Billion in 1957 Predicted, 
Prices Remain Stable at American Toy Fair 


customers want quality mer- 
chandise. 

More emphasis was report- 
ed on developing year-around 
toy markets. Many manufac- 
turers are starting year- 
around promotional and mer- 
chandising programs to point 
out to customers the need for 
purchasing toys throughout 
the year and not just at 
Christmas time. 

More manufacturers are 
tying in products with televi- 
sion stars and programs for | 
added promotional impact. 
Plastics and aluminum are 
also being used more exten- 
sively in the manufacture of 
new toys. 

The Toy Mfrs. of the 
U.S.A., Inc., sponsored the 
Toy Fair. Horatio D. Clark 
is secretary of the organiza- 
tion. 








NEWS OF 


MANUFACTURERS AGENTS 


Earle Hardware Mfg. Co., 
Reading, Pa., has appointed 
three new representatives to 
handle its line of locks, 
latches and period furniture. 
George Salkeld, Mechanics- 
burg, Pa., will cover Eastern 
Pennsylvania, Southern New 
Jersey and Delaware. Ed- 
ward C. Swan Co., Denver, 
Colo., will serve Montana, 
Idaho, Wyoming, Colorado, 
Utah and New Mexico. Leo 
Brown, Louisville, Ky., will 
handle Southern Illinois, 
Southern Indiana and West- 
ern Kentucky. 

v 


Boston Woven Hose & Rub- 
ber Co., Boston, Mass., has 
appointed Kenneth E. Luger 
Co., Minneapolis, Minn., to 
handle its rubber floor and 
stair covering lines in North 
and South Dakota and Min- 
nesota. 

v 


Michigan Peat, Inc., New 
York, N. Y., has appointed 
Milo M. Palmer & Co., Inc. 
as its representative in Wash- 
ington and Oregon. 

+ 


Boice-Crane Co., Toledo, 
Ohio, has appointed Giles 
Tool Agencies, Toronto, Can- 
ada, as its representative for 
power tools in Canada. 








Buxbaum Co., Canton, 
Ohio, has appointed Mette- 
Clark Sales Co., Cleveland, 
representatives in Indiana, 
Michigan and Kentucky. Wil- 
liam A. Hoskins Co., Kansas 
City, Mo., will cover Iowa, 
Kansas, Nebraska and Mis- 
souri. Dean Martin Co., 
Lakewood, Calif., will serve 
California and Arizona. | 

v 


Wire Products Co., Bir- 
mingham, Ala., has appointed 
A. H. Deveney and Co., Inc., 
Birmingham, to represent its 
line of broom rakes, guy wire, 
chain and related products | 
in Alabama, Arkansas, Flo-| 
rida, Georgia, Kentucky, | | 
Louisiana, Mississippi, Mis- 
souri, North Carolina, South 
Carolina, Tennessee, Texas, 
West Virginia and Virginia. 

v 


American Sponge & Cham- 
ois Co., New York, N. Y., has 
appointed O’Reilly & Boaden, 
Greenville, Rhode Island, rep- 
resentative in the New Eng- 
land area. 














v 


H. Wenzel Tent & Duck 
Co., St. Louis, Mo., has ap- 
pointed W. K. Richardson 
and his associate W. A. Wil- 
kinson as representatives to 
cover the state of Florida. 
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No wonder 


LMERS 


is the fast-selling 
line of glues! 


(the line you should stock) 
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ELMER’S® ELMER’S® ELMER’S® 
GLUE-ALL WATERPROOF GLUE CONTACT CEMENTS 


Flammable and Non-flam- 
mable types. Bond plas- 
tic laminates to plywood 
quickly, without clamps 
or presses. Highly resis- 
tant to heat and mois- 
ture. Also for installing 
plywood wall panelling 
without nails. 


Here’s the modern plastic 
glue that sticks fast and 
strong. Dries clear, won't 
stain. Ideal for wood, paper, 
cloth, pottery—any porous 
material. In handy squeeze 
bottle, plastictube, and glass 
jars; sizes from 19¢ up. 


It’s the glue that boating ex- 

perts use. Exceeds military 
specifications for waterproof 
glue. Resistant to acids, al- 
kalis, fungus, rot. Super 
bond is stronger than the 
wood itself. ideal for any 
outdoor project. 


A Borden glue for every job 
. made to do a better job! 














All 3 nationally advertised 
in the leading magazines 
read by glue users 


@ SATURDAY EVENING POST 
@ POPULAR MECHANICS 

@ POPULAR SCIENCE 

@ MECHANIX ILLUSTRATED 
@ AMERICAN HOME 

@ BETTER HOMES & GARDENS 
@ SUNSET 


a Borden profit-building merchandising idea .. . 


a free "Glue-it-Yourself Corner” kit 
Gi -It- a) 
— Yourself CORN a: 


Get yours today. Includes attractive ‘Glue- 
It-Yourself Corner” sign that will brightly 
flag your glue department . . . shelf strips 
; ..idea sheets” to help increase sales... 
customer literature . . . Elmer’s Glue Chart. Ask 
your distributor for yours. or write us direct. 


THE  EIMER LINE IS THE BORDEN LINE TO GLUE PROFITS! 


The Borden Company, Chemical Division, 350 Madison Ave., New York 77, N. Y. 
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Kenberry GADGETS 


GET ACTION FAST 





D7 a | 
Display a wide variety and : 
sell more of each product. _ | 
conducting : 
ALUMINIUM F oh 
Hardware Dealers everywhere Wee pigs 
have discovered that a big variety i 52 ee 
of Kenberry Gadgets means big » se 
business. Your gadget counter is 





a magnet that draws customers. 
The more variety you show the 
more you sell. For fastest action 
put Kenberry Gadgets up on peg 


boards. Sell 15 or more products 
in a 24” x 24” area, get high 
profit. 


Ask Your Jobber 
or Write for List 


The only large GADGET line 


from a single factory source. 











LENGTH i$” 





CER 





miei 


Giant Barbecue Tongs—$I1.19 


Barbecue Set—$!.00 


JOHN CLARK BROWN 


ONE MONTGOMERY ST. 


BELLEVILLE 9,N.J. hsihieisiiiane 


- 

















HANDYMAN! 


* trade Mork 






\ 

KEY-BAK key reel sells because handymen want it! KEY- 
BAK is pocket-watch size, sturdily constructed. Attached to 
the belt, it carries the keys on a 24” long stainless steel 
chain. Swedish clock spring reels keys in; 
keeps them safely at the wearer’s side. 
GUARANTEED! A wonderful self-selling 
counter item. ORDER TODAY! Retail... 
$2.95... If your jobber can’t supply you 
write direct to: 


KEY-BAK is nationally ad- 
vertised in such magazines 
as POPULAR MECHANICS, 
SCIENCE & MECHANICS, 
MECHANICS ILLUSTRATED, 
SPORTS AFIELD, etc. 


PASADENA 8, CALIF 








East of the Mississippi CTL Company Wausau, Wisconsin 
LUMMIS MFG CO 





WEST OF THE MISSISSIPPI 








Owners Reorganize 
2 California Firms 


Turner Hardware Co. and 
Central Valley Hardware Co 
in Stockton, Calif., have been 
reorganized to permit separ- 
ate ownership. 

There is no change in the 
active operations of the two 
firms. 

Turner Hardware is a re- 
tail operation and Central 
Valley is a wholesale opera- 
tion. 

Turner Hardware is now 
owned entirely by the Gren- 
fell family and Central Val- 
ley is in the hands of the 
Turner family. 


Decatur & Hopkins 
Show Attracts 1200 


More than 1200 dealers at- 
tended the seventh annual 
Spring Open House at De- 
catur & Hopkins Co., whole- 
saler in Boston, Mass. 

More than 100 manufac- 
turers exhibited at the show. 
Two floors of the Decatur & 
Hopkins building were given 
over to exhibits. 

Bonus gifts were given to 
dealers for placing certain 
minimum orders and door 
prizes were awarded. Buffet 
lunches were served to visit- 
ing ‘dealers. 


Key Personnel Changes 
Made By Johnson's Wax 
Russell W. Griffith has ad- 


vanced from household prod- 
ucts regional manager in the 
Middle Atlantic region to 
household field sales manager 
for S. C. Johnson & Son, Inc., 
Racine, Wis. 





News of the Trade— 


He succeeds A. O. Fisher 


who has become international! 


vice-president and head of 
the international division. 

George F ranks succeeds 
Mr. Griffith as regional man- 
ager in the Middle Atlantic. 
He had been district manager 
in New York. 


May Hardware Building 
New 1 - story warehouse 


May Hardware Co., whole- 
saler in Portland, Ore., has 
started construction on a new 
one-story warehouse and of- 
fice building in Portland. 
Cost of the building will be 
about $250,000. 

The building will have 25.,- 
000 sq ft of space. This will 
include 2500 sq ft of office 
space, three truck-loading 
docks and two railroad doors. 


Kentucky Wholesaler 
Expands Facilities 


Wheeler & Williams Hard- 
ware Co., Ashland, Ky., has 
competed an addition to its 
warehouse located at the 
rear of the Greenup prop- 
erty. This concrete block 
building makes a total of 
65,000 sq ft of floor space 
available to the firm for dis- 
play and storage. 


A Correction 


James Campbell has been 
appointed sales manager of 
the tool division of O. Ames 
Co., Parkersburg, W. Va. It 
had been incorrectly reported 
that he was appointed assis- 
tant sales manager on page 92 
of the January 31, 1957, issue 
of HARDWARE AG E. 








ADD PROFIT TO YOUR HUNTING LINE! 


with CHAMPION HUNTING 
MITTS aa GLOVES 





’ The complete hunting mitt and glove line by 
is designed for action both 


Champion 
| in the field and on the sales counter, Hunters go 
for the feel and comfort of Champion hunting 
cloves and mitts. 


FEATURING. THE “NO foto a 
- (Advertised. in Outdoor Life 





CHAMPION GLOVES ARE NYLON STITCHED 
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GLOVE 


309-11 COURT AVENUE . 


Champion's “No Cold” Cillus- 
trated) is fully insulated with 
. Dupont’s 100% Dacron Fiber- 
" \ fill for warmth without bulk. 
? j Has the exclusive trigger 
Fe 
} 


rer slot for instant shoot- 
. Available in soft imported 
or the new U. S. 
Vaugalite. Colors in- 
red or brown. 








Write for catalogue on complete 
line of hunting mitts and gloves. 
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MANUFACTURING CO. 


CES MOINES, I1OWA 
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Design means demand for G R I SWO LD 
ie conlempomuy MAIL BOXES 


#704W White ; : , ' 
171%” long The light in your customer’s eye will mean cash on 


List $8.95 priced to sell the counter when he spots the fresh, new design of 
completely weatherproof Griswold’s long, wide and handsome Contemporary 
Mailboxes. 
A natural for both builders and individual owners 
in the snowballing modern home market. See your 
gleaming brass trim wholesaler . . . or write 


rust proof 
heavy gauge steel 


Designed by C. A. Masso #705 Black #705W White #706 Black #706W White 
Patent applied for 13-9/16” tall. List $4.95 1714” tall. List $6.95 


#703 Black , 

#703 White | €ie ‘ 
1614” long marsh $4 
List $5.95 by the makers of famous MANUFACTURING Co. * ER <I | Ee 


Griswold cast iron skillets 

















A bar for every purpose, a price for every purse 


KIMBLE GLASS BARS 


You carry a quality line sizes and styles to fillevery customer's Don’t delay, place your order today 

with a quantity demand need. They are designed to give the with your wholesaler or write for one 

when you stock Kimble maximum of consumer value but nearest you. Address Kimble Glass 

Glass Towel Bars. priced to stimulate sales and give you Company, subsidiary of Owens- 
They are made in a wide range of _ high profit margin. Illinois, Toledo 1, Ohio. 


KIMBLE GLASS BARS Owens-ILLINOIs 


AN (1) PRODUCT GENERAL OFFICES - TOLEDO 1, O1110 
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DEALER BRIEFS: 





Pennsylvania Dealer Opens Oil City Store; 
Dykes Purchases NeSmith Store in Georgia 


Oil City, Pa.—Dahle Hard- 
ware Store recently opened 
on Center street. Mr. and 
Mrs. H. C. Dahle, owners of 
the new store, previously op- 
erated a hardware store in 
nearby Leeper for 33 years. 


Cochran, Ga. — NeSmith 
Hardware Co. has been pur- 
chased by A. T. Dykes. The 
store will operate under the 
name of R & B Appliance 


Center. A complete service 
department will be main- 
tained. 


La Verne, Calif.—Paul C. 
Beck, owner of Pomona Val- 
ley Hardware, has purchased 
Belcher Hardware in La 
Verne. Extensive remodeling 
will convert the store to a 
self-service operation. The 
name will remain the same. 
Harry Oliver has become 
branch manager. 


Sarasota, Fla.—South Gate 
Hardware Co. opened for 





business recently at the new 
South Gate Shopping Plaza. 
The business was formerly 
known as Brookside Hard- 
ware at Bee Ridge and Swift 
Roads. The firm was reorgan- 
ized under the partnership 
of Robert C. Wallace and 
Carl E. Davis, Jr. They ex- 
panded the store and relo- 
cated it at the shopping cen- 
ter. 


Fresno, Calif. — Bertheau 
Hardware and Variety Store 
has opened for business in 
the Portals Corp. shopping 
center at N. First St. and 
Ashlan Ave. Mr. Franklin 
Bertheau, owner, operated a 
similar store a 1364 N. First 
St. before moving to the 
shopping center. 


Lees Summit, Mo.—Spicer 
Hardware Co. has been pur- 
chased by Mr. and Mrs. C. 
W. Witter. The store, at 
Third and Douglas, has been 
in operation for 34 years. It 
has changed hands twice. 


News of the Trade——__— 














Most recent owner was Dick 
Spicer, who has retired from 
active busines. 


Whitman, Mass. — A. C. 
Freeman, Inc., hardware 
store on South Ave. has been 
purchased by Charles R. Con- 
ant, Jr. The store has oper- 
ated for 35 years with Arch 
C. Freeman as its head until 
his death nine years ago. 
His widow operated the store 
until the recent sale. 


Ogallala, Neb.—The Ogal- 
lala Hardware Store has af- 
filiated as a Service & Qual- 
ity Hardware Store and has 
moved to new quarters next 
door to its old location in 
the First National Bank 
building. The Jack Lanigans, 
father and son, continue as 
owners and operators of the 
store. 


Norman, Okla.—Dalton E. 
Petty has purchased the 
Haun & Runyan Hardware 
Co., 322 E. Main St. The firm 
will now be known as Petty 
Hardware. 


Bottineau, N. D. — P. M. 
Christopherson is now sole 
owner of the local Ace Hard- 


He established 
the store here in 1940 with 
A. L. Anderson and Paul 
Anderson as partners. Paul 
Anderson managed the store 
until Mr. Christopherson took 
over 10 years ago. 


ware Store. 


Santa Cruz, Calif.—Linda 
Vista Hardware & Electric 
Co. has been purchased by 
Truman C. Wildman. The 
store, formerly owned by 
Cecil L. Searle, is located at 
2334 Mission St. 


Concord, Mass. — Philip 
Vanderhoof recently won a 
barbecue grill as a prize at 
the recent New England 
Hardware Dealers Show in 
Boston. The prize was award- 
ed by Bigelow & Dowse, 
wholesaler in Needham 
Heights, Mass. 


Boone, Iowa—Dahl Hard- 
ware has been purchased by 
Donald Ahrens, local con- 
tractor, and Clifford Morgan, 
assistant manager at Sears. 
The store was started at its 
present location in 1941 by 
Eldon T. Dahl who died in 
February. The store’s new 
name will be Morgan and 
Ahrens Hardware, Gift and 
Appliance Store. 











OBITUARIES 


Harry E. Soref 


Harry E. Soref, 70, co- 
founder and treasurer of 





HARRY E. SOREF 


Master Lock Co., Milwaukee, 
Wis., died March 1 at a Phoe- 
nix, Ariz. hospital after a 
short illness. Mr. Soref was 
the inventor of the laminated 
padlock. 


Frederick W. Ridder 
Frederick W. Ridder, Bald- 
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win, N. Y., hardware dealer, 
died Jan. 19 in South Nassau 
Communities Hospital. Mr. 
Ridder operated his hard- 
ware store at 102 W. Seaman 
Ave. for many years before 
his retirement a few years 
ago. 


Norman B. Holter 
Norman B. Holter, 89, 
president of the A. M. Holter 
Hardware Co., Butte, Mon- 
tana wholesaler, died at St. 
Peters Hospital Feb. 8. Mr. 
Holter was born in his fa- 
ther’s hardware store in 1868. 


Leo J. Momsen 


Leo J. Momsen, vice presi- 
dent of Momsen Dunnegan 
Ryan, El Paso, Tex., hard- 
ware wholesaler, died Janu- 
ary 21. 


Alan M. Pyle 


Alan M. Pyle, 65, president 
of E. M. Hanson & Co., mill 


supplies, Philadelphia, Pa., 
died Feb. 24 at his home in 
Jenkintown Manor, Pa. Mr. 
Pyle was a former president 
of the Philadelphia Hardware 
Association. 


Eli S. Heaton 

Eli S. Heaton, 70, formerly 
of Morse Hardware Co., Bel- 
lingham, Wash., died sud- 
denly at his home in Belling- 
ham. Mr. Heaton retired 
three years ago after 44 
years as a salesman with 
Morse. 


Samuel Goldman 


Samuel Goldman, owner 
and founder of Boston Hard- 
ware & Wallpaper Store, 
Hazleton, Pa., died Feb. 16 
at his home in West Hazle- 
ton. Mr. Goldman had main- 
tained a hardware store in 
the area for 43 years. 


Perry J. Waldrop 


Perry J. Waldrop, 81, for- 
mer hardware dealer in Sher- 
man, Tex., died Jan. 23 in 
his home. 


Carl J. A. Anderson 
Carl J. A. Anderson, 68, 


owner and founder of Ander- 
son Hardware Co., Altoona, 
Pa., died Feb. 7 after an ex- 
tended illness. 


Clarence J. Wehrle 


Clarence J. Wehrle, 71, 
former proprietor of a hard- 
ware store in East Cleveland, 
Ohio, died Jan. 31 in Ewuclid- 
Glenville Hospital. 


J. C. Self 

J. C. Self, formerly of J. 
H. Self Hardware, Crowell, 
Tex., died Feb. 9 in a Wichita 
Falls hospital following a 
series of heart attacks. 


Samuel E. Mauger 

Samuel E. Mauger, 69, 
proprietor of the Ballantyne 
Hardware Co. in Latrobe, 
Pa., died at Latrobe Hospital 
Feb. 19 after a long illness. 


C. T. Buie 


C. T. Buie, 77, owner of 
Buie Hardware & Furniture 
Co., Ft. Worth, Tex., died at 
his home Feb. 9 after a long 
illness. 
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HA Photo Angles 


The New England Builders’ 
Hardware Club held its first 
meeting of the year, recently, 
at Hotel Bond in Hartford, 
Conn. A highlight of the 
meeting was the club's deci- 
sion to sponsor a full scholar- 
ship for one person to the 
Basic Builders Training Course 
to be held at the University of 
Delaware in July. William 
R. T. Crolius, F. W. Dodge 
Corp., was guest speaker at 
the meeting. He outlined 
“Construction Estimates for 
1957” and their relationship 
to distributors. 


, 
rm a # 


Representatives of large distributors have concluded a six-week sales course with the 
Russwin School of Finishing Hardware of the Russell & Erwin Div., American Hardware 
Corp. Front row: (left to right) V. H. Verby, promotional manager; W. J. Ziegenhein, 
vice president, sales; E. J. Parker, president American Hardware Corp.; E. H. McCulloch, 
general sales manager; R. O. Miller, instructor. Second row: R. E. Sea, Decatur, Ill.; T. H. 
LeMaitre, Alexandria, La.; J. A. Hebert, Sacramento, Calif.; lra Hentschel, Springfield, 
Mo.: R. Mindle, Russell & Irwin; W. D. McInerney, Northampton, Mass.; E. T. Hebert, 
New York; J. Lipp, Russell & Irwin; E. Sheldon, Chicago; J. Noe, Birmingham, Mich.; 
A. Winters, Russell & Irwin; E. Lomibardi, New York; R. Lang, Merced, Calif.; V. Brisson, 
Mount Vernon, N. Y. 


A report in pictures of events in the trade 


The Pennsylvania Wholesale Hardware and Supply Assn. held its 57th annual banquet at New York City’s Sheraton 


Astor Hotel, Mar. 7. There were 140 members and guests present (see story, page 191). 
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Classified Opportunities Section 











Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Set solid, maximum 50 words........... $5.00 
Each additional word........... 10 
Positions Wanted 
{Special Rate) set solid, maximum 
RRR HS SORE EST A AT 
Each additional word........... .05 
Allow Seven Words for Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 
5%, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 


Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded te box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 3 wee 
prior to publication date. 


Remittance must accompany order in form 
of check or money order, not currency or 
stamps. 














Representatives Wanted 


Representatives Wanted 








Representatives Wanted 











SALES OPPORTUNITY 


NATIONAL MANUFACTURER OF DOOR 
LOCKS AND BATH ACCESSORIES WANTS 
YOUNG EXECUTIVE TYPE REPRESENTATIVG 
WITH LIMITED NUMBER OF NON-COMPETI- 
TIVE LINES EXPERENCED IN VOLUME SELL- 
ING TO JOBBERS, CONTRACT DEALERS, AND 
LARGE BUYERS IN THE HARDWARE, PLUMB- 
ING, AND TILE TRADES. COMMISSION 
EARNINGS, SELECT FULLY PROTECTED TER- 
RITORY OPEN IN MIDWEST, NORTHEAST, 
AND EASTERN AREA. GIVE FULL PARTICU- 
LARS ON LINES CARRIED, TERRITORY COY- 
ERED, TRADE SERVED, AND YOUR 1956 SALES 
VOLUME. 


Address Box 318, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














MANUFACTURERS REPRESENTATIVE 
WANTED TO SELL popular repeat specialty 
to wholesalers and jobbers. Oid established manu- 
facturer. Excellent commissions. Exclusive terri 
tory now available in most states due to area 
realignment. Please state type of trade covered 
and lines carried. Address: Box 300, care of 
HARDWARE AGE, Chestnut & 56th Sts., Philadel 
phia 39, Pa. 


——— - ae ———— — — — 








Paint Brush Salesman 


Prominent paint brush manufacturer has open terri- 
tories for successful sales producer. Prefer men now 
calling on paint, hardware, lumber dealers and indus- 
trials. Protected territories. Established business, Will 
also consider sideline man or manufacturers’ agent. 
Address Box (16, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











OLD ESTABLISHED NEW YORK BUILD 
ERS HARDWARE FIRM CARRYING TOP 
LINES LOOKING FOR REPRESENTATIVES 
IN THE FOLLOWING AREAS: Central and 
Western New York State, Ohio, New England 
States, Southern New Jersey, Pennsylvania, West 
Virginia and Maryland. High Commission. 
be carried as a sideline. State experience 
lines carried. Address: Box 323, care of Harp- 
WARE AGE, Chestnut & 56th Sts., Philadelphia 39, 
Pa. 





MANUFACTURER’S REPRESENTATIVES 
WANTED. Salesman contacting wholesalers and 
chains in the hardware, variety, auto supply, drug, 
and supermarket trades. Attractively packaged 
synthetic chamois line, in self-selling counter dis 
plays. Excellent commission for experienced men. 
Many protected territories open. Reply with full 
particulars. CLOVER PRODUCTS, 1141 Atlan- 
tic Avenue, Rochester 9, New York. 








WE MAKE BULL POINTS, TONGS, STAR 
DRILLS, COLD CHISELS, wrecking bars and 
other bar stock forgings at competitive prices. We 
remake sledges, picks, mattocks and other tools 
at prices well under competition. Our representa- 
tives sell to dealers only—not to jobbers or whole- 
salers. We need one rep living in the Philadel 
phia area and rep living in lower Connecticut 
Address: Box 311, care of Harpware Acer, Chest 
nut & 56th Sts., Philadelphia 39, Pa. 
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| Pennsylvania, selling complete 





SUMP PUMP LINE 


Manufacture representatives needed in 
most territories to sell a competitive 
priced sump pump to wholesale hard- 


ware, building and electrical jobbers. 
Complete line available for protected 
territories. 


Address Box 320, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





PAINT BRUSH SALESMEN | 


Established successful manufacturer with powerful line 
has open territories for sales producers. Prefer men 
calling on paint, hardware, lumber dealers and large 
industrials. Will consider sideline men. We operate 
New York and Atlanta warehouses. 


Address Box G-2, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


























ST. LOUIS, MISSOURI 
METAL SERVICE CO. 


has midwestern territory available on 
light-weight metal stamping service to 
qualified agents soliciting industrial ac- 
counts. 
Address Box 3/9, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











THE WORLD'S BEST ! ! ! 
% SLIP-EASE 
HANDYSTICK 


Lubricant for wood, metal windows, doors, draw- 
ers, etc., needs greater national representation! 
Jobbers, commission salesmen write at oncel 


Laffer Ind., 2563 Lincoln Blvd., Bellmore, L.1., N.Y. 








ESTABLISHED MANUFACTURER OF 
HAND TOOLS desires representative calling on 
hardware jobbers and industrial distributors in the 
states of Pennsylvania, lower New Jersey, Dela- 
ware, Maryland and District of Columbia. This is 
only territory available. Address: Box 200. care 
of HARDWARE AGE, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 


BUDGET PRICED PAINT LINE OPEN 


to qualified salesmen and agents. Protected Territory. 
Liberal Commissions. Many partially established ter- 
ritories open. Guaranteed quality paints priced to 
retail from $1.98 to $3.98 in Aerylic, Alkyd, and Oil 
bases, in white and colors, in all finishes for inside 
and outside use. Setup for private labels. Volume 
discounts available. Freight prepaid. 


PROCTOR PAINT AND VARNISH CO. 
Box G 630, Yonkers, N. Y 























SEVERAL MANUFACTURERS REPRE. 
SENTATIVES REQUIRED BY OLD estab 
lished Manufacturer for territories of Maryland, 
Delaware, Washington, D. C., Virginia, Southern 
line of Cast and 
Brass products for Plumbing—through 

Building Supply—Hardware—Lumber 
Yards and Plumbing and Heating Contractors. 
State experience and actual territory covered. 
Address: Box 325, care of HArpwWareE AGez, Chest 
nut & 56th Sts., Philadelphia 39, Pa. 





Tubular 
Wholesale 








SALESMAN PLUMBING SPECIALTIES to 
sell for established national distributors, exclusive 
territory, 10% commission. Write full details 
with references. Replies confidential. Akron Sup- 
ply Co., Inc., 216 Grand Street, Brooklyn, New 
York. 





EXCELLENT LINE for sales representatives 
calling on the retail trade in hardware, department, 
variety and chain stores. commissions 
Write: Midwest Plastics Mfg. Co., 208 Bates Ave 
nue, St. Paul 6, Minn. 











EXCLUSIVE PROTECTED TERRITORIES 
open for nationally distributed unique water re- 
placement plumbing specialty item packaged for 
sale to plumbing supply houses, hardware distrib- 


utors and retailers. Unique demonstration sells 
8 out of 10 on first call. Address: Box 115. care 
of Harpware AGe, Chestnut & 56th Sts., Phila 


| delphia 39, Pa. 

















Well established metropolitan area territories open: 
1——-Bronx-Manhattan ; 2—Westchester to Dutchess; 3— 
Brooklyn. Liberal drawing account. We manufacture 
a complete line of painters white goods and budget 
priced do-it-yourself paints. Volume discounts and 
private label setups available. All replies confidential, 


PROCTOR PAINT AND VARNISH COMPANY 
| Joseph A. Markell, President 
Box G 630, Yonkers, N. Y. 











LOOKING FOR A PROFITABLE PAINT- 
' BRUSH LINE? We are well known national 
manufacturers of high quality, competitively 
priced paint brushes of every description ; pure 
bristle and nylon. Several lucrative territories are 
now available. Very high commission, protected 
territories, all shipments prepaid. State full par- 
| ticulars in first letter. All replies confidential. 
i 

| 





Address: Box 228, care of Harpware Ace, Chest 
nut & 56th Sts., Philadelphia 39, Pa. 





Accounts Wanted 








REPRESENTATIVES 


Covering all classes of jobbers. Can render reliable, 
aggressive service. We are national distributors with 
established actively operating branch offices in New 
York, Philadelphia, Detroit, Cleveland and Louis- 
ville. We carry the account or you can bill direct. 
| | Inquiries invited. Write ANCO Corporation, 7 Wood 
Street, Pittsburgh 22. 





















TOP NOTCH SALES TEAM covering all 
outlets in Metropolitan New York area including 
jobbers, Racks, Syndicates, Industrial supply, etc. 
Mature and experienced to handle any promotion. 
Address: Box 315, care of HARDWARE AGe, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 





EXPERIENCED SALESMAN. Needs lines, 
builders, shelf hardware, housewares, garden tools, 
paints, Virginia. Address: Box 322, care of 
Harpware Ace, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 





HARDWARE AGE, MARCH 28, 1957 

















Accounts Wanted 








MANUFACTURERS REPRESENTATIVE 
EXPERIENCED IN PROMOTION 


advertising, and buying work as well as in selling 
would like to contact manufacturers needing help in 
establishing their lines in Western Pennsylvania, 
Eastern Ohio, and Northern West Virginia. Good 
knowledge of hardware, housewares, sporting goods, 
and farm and garden merchandise. 


Address Box 331, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











HARD-HITTING, EXPERIENCED MANU- 
FACTURERS’ AGENT OFFERS thorough rep- 
resentation in Metropolitan N.Y.-N.J. to hard- 
ware, tool and garden manufacturers. Systematic 
and efficient coverage of hardware, housewares, 
tool, electrical, garden wholesalers; catalog houses. 
chains, department stores. Well established follow. 
ing, excellent reputation in trade. Address: Box 
326, care of Harpware AGeg, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 


_- 








MANUFACTURER’S REPRESENTATIVE— 
37 years of age, college degree, energetic and 
resourceful needs additional product since major 
line lost due to factory reorganization. Cover 
entire state of Michigan and Northern Ohio call- 
ing on chains, wholesale hardware, electrical and 
automotive accounts. Address: Box 317, care of 
HARDWARE AGe, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 




















Business Opportunities 








CUTTING 
WAREHOUSE 


COSTS 


A specialized engineering and consulting ser- 
vice is now available to hardware distribu- 
tors. 24 years experience as warehouse 
operations manager for one of the largest 
wholesalers has given me an unusual back- 
ground in all phases of cost cutting prac- 
tices. This is now available to you. We can 
supply valuable help planning new buildings 
or re-organizing your warehousing opera- 
tions. | can give you a new profit perspec- 
tive, based on my experience building 11 
warehouses and reorganizing 12 old ware- 
house buildings. For information write 


Address Box 332, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 




















Business Opportunities 

















DO YOU WANT TO RAISE CASH 
DO YOU WANT TO SELL OUT? 


lf you want a 
removal! 


cmila 


ee, 


reduction, money raising, 
or closeout, gst America’s most re- 


liable and productive sales plans. Send for 
prospectus today. 

J. H. VOLL SALES SERVICE 
115 West Main St. Madison, Wis. 














a ————— 


FOR SALE: Well established Hardware stock, 


fixtures and tools. Centra] Northern Illinois—In 
the heart of Illinois best farming. Requires in- 
vestment of $19,000. Priced $5,000 less than 


actual value. 


A growing concern. Established in 








1883. Has always enjoyed good patronage—and 
a good reputation. Deuth Bros., Forreston, III. 
Phone 133. 

ADVERTISING SERVICE—can supply low 


cost cartoons for newspaper advertising on Sports, 
Gardening Appliances, Plumbing, Paint, etc. Cost 


under $1 each. 
| give punch to any ad. 
toons and details write: David Lilly Agency Car- 
toons, Box 167, Long Beach 1, Calif. 


Mats in one or two column size 


For FREE proofs of car- 














MANUFACTURERS’ REPRESENTATIVE 
STATE OF FLORIDA. Resident twelve years. 
Excellent following in Hardware and Building 
Supplies trade; also industrial and plumbing out- 
lets. Power tool sales and promotional experi- 
ence. Want one high volume account. Will give 
your line complete and aggressive coverage for 
State. Address: Box 333, care of Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








SALESMAN COVERING SOUTHEASTERN 
UNITED STATES with only one major line, 
no sidelines, is looking for one major or several 
small one-to-three item lines. Can guarantee ex- 
ceptional volume with chains of all types, jobbers, 


stamp companies, department stores, promotional 
outlets, wariety chains, etc. If entire area not 
available, will consider portion. Address: Box 


328, care of Harpware Acer, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 











FOR SALE 
GALVANIZED STEEL Ic per sq. ft. 


sizes from 16" to 48". 


A-Z HARDWARE CO. 





SCREEN WIRE 


Std. Gauge, 18xI4 mesh, mill ends of usable lengths in Kraft wrapped rolls. All std. 
Minimum order 10 rolls. 

27 North 2nd St., Philadelphia 6, Pa. 
EXCELLENT ITEM FOR EXPORT! 


UP TO 3000 ROLLS 
ALUMINUM 3c per sq. ft. 




















Jobber's Overstrck 
Galvanized Steel 
32" only $10.00/Roll 


Minimum order, total 5 rolls. 


A-Z HARDWARE CO. 
Limited Quantity! 


All 18 x 14 mesh. 0.011" Dia. wire, 100 Lin. ft. rolls in factory labeled cartons. 


27 North 2nd St., Philadelphia 6, Pa. 
Prices F.O.B. Phila., Pa. 


Also Aluminum, Bronze and 
Plastic at below mill prices, 
upon request. 














Positions Wanted 


SALES MANAGER: 18 years’ experience, all 
phases of sales and sales management, Hardware 
and Building Materials. Well acquainted with 
southern wholesalers. Presently employed, seeking 
greater challenge and opportunity. Address: Box 
324, care of Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 











EXPERIENCED, AGGRESSIVE HARD- 
WARE SALESMAN presently with national 
hardware manufacturer desires to relocate in 
Florida. Age 31. Excellent references from 
present employer. Address: Box 307, care of 
HaRDWARE Ace, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 


_ 








ABLE, AGGRESSIVE WHOTESALE 
SALESMAN desires connection with Manufac- 
turers Agent, calling on distributors in San Fran- 
cisco area. Twenty-one years’ experience calling 


on retail hardware and lumber dealers. Best of 
references as to honesty, sincerity and ability. 
Address: Box 329, care of HArpware Ace, Chest 


nut & 56th Sts., Philadelphia 39, Pa. 








ATTENTION MANUFACTURERS OR 
MANUFACTURERS’ AGENT—aggressive sales- 
man with 12 years’ experience selling the house- 
wares and hardware trade. Desires permanent 
connection. Pittsburgh, Pa., headquarters. Ad- 
dress: Box 327, care of HArpware Ace, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 








SALESMAN AVAILABLE Experienced. 
Hardware, sporting goods, housewares, toys 
would like to represent Mfg. or tie in with Mfg. 
Rep. Headquarters Central VIRGINIA. Aqd- 
dress: Box 321, care of Harpware Acer, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 
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ABSOLUTELY MUST SELL. Owner sick. 
Hardware store long established. Small town in 
beautiful valley near Spokane, Washington. Di 
versified farming, logging, lumber mills, mining 
and the largest Magnesite plant in North America 


Excellent schools and churches. Clean stock: 
brick building. Potential great. Address: Box 
M-35, care of Harpware Ace, Chestnut & 56th 


Sts., Philadelphia 39, Pa. 











HARDWARE STORE, SOUTHERN PART 
OF NEW YORK STATE, old established busi 
ness located on Main Street, Town of 8,000, mod 
ern store front and fixtures, clean stock, hard- 
ware, housewares, and paint, plumbing and heat- 
ng business, leased building reasonable rent, sell 
it inventory plus fixtures and equipment complete 
Ywner has other interest. Address: Box 119. care 
f Harpware Acez, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 











WE ARE BUYING 
Close-Outs — Over Production — Job Lots 


Hardware—Toys—Housewares—Hand & Power Tools—Electric Appliances 
—Garden Supplies—Gifts—Sporting Goods. 
Write Box 216, Giving Items, Prices, Freight & Terms 


Address Box 216, care of HARDWARE AGE, Chestnut & 56th Streets, Philadelphia 39, Pa. 














MOST SENSATIONAL OFFER E 
MADE! Your name and address embossed 
in beautiful, raised letters on 100 different key 
blank numbers. Permanent and distinctive. Flimi- 
nates hand stamping. Any quantity—any assort- 
ment. Ask for bulletin No. 756. HAZELTON 
CHAIN CO., 81 Kemble St., Roxbury 19, Mass 


Vv 
I 


« 
~ 
4 





FOR SALE COEUR D’ALENE, 
business property 6/10 acre business 
highway 95-10. 
three stores. Two leased one with apt. The 
third also with apt. is a hardware business oper- 
ated by owner. Plenty of corner space for busi- 
ness or expansion. Clean stock approximately 
$10,000—including store and property $38,000. Il 
health and age. Address: Box 235, care of Harp- 
WARE AGE, Chestnut & 56th Sts., Philadelphia 39, 
Pa. 


corner 


ER | 
FREE | 


+ 
| east 


| for an aggressive man. 


IDAHO, | 
on | 
4060 sq. ft. building containing | 











ESTABLISHED 


HARDWARE BUSINESS 
3 YEARS. Located in a metropolitan area in 
central Minnesota. Owner’s health failing. 
Cement block building 44’ x 82’ can be bought or 
rented. Priced to sell. Exceptional opportunity 
f Address: Box 2 care 
of HarpwarRe AGE, Chestnut & 56th Sts., Philadel- 
phia 39, Pa, 


36, 





STORE HANDLING HARDWARE, PAINT, 
GLASS, electrical goods, etc. Large brick build- 
ing with outside ground, sell or lease, center of 


town. QO switch track adjoining. Clean stock, 
business sold once 66 years. Fine farming com 
munity, five factories. Address: Box 330, care 


of Harpware Ace, Chestnut & 56th Sts., Philadel 
phia 39, Pa. 
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NEW “SILENT 8" 
Large diameter wheels with 
long-lasting rubber tires. 
Speedy, safe, 
anteed. 
















: No. 800 





Double bien Wheels 


Exclusive hard tempered wheels 
give amazing performance. 
‘Shaped to the Shoe” comfort 
and balance bring extra sales. 
ae other models to choose 
rom 


























































SIMONSEN 
TOOL & TACKLE | 
BOXES 






Feature and 
Promote these 


C 


| 


184DG The largest box of its 
kind drawn from one piece of for sizes, | 


metal! Deep drawn, seamless 
wal St a oo | 
le dividers; covered top wr. 4 
Gs iano ines “‘Fabrieneg Priced for 
Ty Se 


Write for catalog of full Simonsen fine | 
SIMONSEN INDUSTRIES, INC. 


1414 South Michigon Avenue ° Chicago 5, Hiinois 





Be Suwte...buy REPUBLIC’s° 


Polly Flex" 


Flexible Plastic 
CLOTHES 
BASKETS 


Large Round Style 












NO. 209 
Unbreakable flexible poly- 
ethylene. Strong—Sturdy. 
Size: 1942” x 14%” 
$2.98 retail 










Large 
Oval Style 


NO. 210 
Also of unbreak- 
able flexible poly- 







VIRGIN ethylene. Strong 
ALL —sturdy. Size: 
POLYETHYLENE 24” x 19%” x 

1042” 


Both styles in Pink, Red, Turquoise and Yellow $3.98 retail 


©'°5° REPUBLIC MOLDING CORPORATION 


6465 No. Avondale «+ Chicago 31 
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THIS CONCRETE WAS “FOR THE BIRDS”4@ 

















BUT— iT CAN BE MADE SMOOTH QUICKLY, 
EASILY AND INEXPENSIVELY aced 


REPAIR - TOPPING - WELDING 
REVOLUTIONIZES cement and masonry repairs = 


ELIMINATEStheCHIPPING or ROUGHENING, 


PRIMING ond CURING thot are necessary 
with ordinary cement patching moterials. 
Whot's more. it is applied as THIN os Zs or 
more than | whotever thickness needed. 
Saves contractors, home owners. formers, 
maintenance men hundreds of dollars in 
concrete replacement ond repoirs. 


INCREASE YOU? SALES-DOLLAR VOLUME 


INSTANTLY wet# alex foncrele 
REPAIR AND TOPPING IN THESE 3 SIZES 
a terrific seller in the “Fix-lt-Yourself” market! 
SMALL KIT — 8 /bs. 
(sufficient to repair 50 to 


150 ft. of average cracks) 
LIST PRICE ...... $2.95 


LARGE KIT — 14 /bs. 
(double size) $ 
LIST PRICE ...... 4.95 


BOTH KITS include powder mix, liquid rubber latex and a trowel. 
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CONTRACTORS UNIT- 

52 ib. drum 

Includes 40-lbs. powder 

mix, | gallon lotex mixer 

Sufficient to cover approx 
100 sq. ft., Yo thick 

LIST PRICE .... 10.00 





LIBERAL DEALER DISCOUNT. Prices are F.0.8. Chicago 








FREE 

DISPLAYS 
WITH ALL 
ASSORTMENTS 


WRITE FOR FREE 
BULLETIN HA-3 








MORE SALES 
FASTER! 


Coast to coast 
favorite with 
offices, factories 
stores, homes. 
For walls, 
counters, mail- 
boxes, etc. 
Easiest to read 
letters on mar- 
ket. Jumbo or 
Midget sizes. 
New display 
takes less than 
1 sq. foot. 


CLEVELAND 


HY-KO PRODUCTS CO. “nic 





TILE TREADS 


Modern tile-matching stair 









treads in colors are a**must”’ 
wherever tile has the floor. 
And tile has the floor 
in your customers’ 
recreation rooms, 
hallways—all 
over the 
house! So 

go modern. 
Get Tile 
Treads! 








And 
new 











life for your stair 
tread sales ! 


Contact your wholesaler 
or write directly to: 


WD RusBER COMPANY 


Fremont: Ohio 


eet “tes 





MARSHALLTOWN TROWEL COMPANY + MARSHALLTOWN, IOWA 


ie as oe All anata sizes 
. » THE ECONOMICAL PAPER DROPCLOTH COVER (| 2p, 
that will outsell and outlast all others. Resin base / | Lire 
(NOT OILY) and crinkled to give the softness of / | cf aay Ma 
MAY -CREPE) , a Lata fs Oe, 
(PRONOUNCED " Sl si. 


cloth. In white or tan. Retail price: 69¢ to $2.19. 
Also available! Ma-Crepe’s companion product— v a ; fo eee. , = iy 
Ma-Crepe OVERALL Plastic Dropcloth Covers AVA tay a- b DURHAM. N. C. - a a 

































CUTS THINNER THAN A DIME 


9 IRON MIKE is portable . . . carry 

it to the job! Uses ordinary 10" 
° hacksaw blades, cuts any metal up to 
3/2" thick, or pipe up to 434" 
























| Sell GREENLEE 22 Solid-Center 


| Auger Bits in sets and make extra large RETAIL Rugged steel ‘es  —e — satisfac- 
les. Dur tion guaranteed. any in use in 
sales. Durable green plastic rolls LESS MOTOR industry, small shops, Tee, Excellent 
contain sets of 6, 8, 9, or 13 bits. AND MOUNT profit-maker . . . write today for 


full information and literature. 























WRITE FOR FREE DETAILS 


= ty 
GREENLEE |: 
Write for free GREENLEE ae | ARCO MFG. co. 
Hand Tool Catalog No. 35-H ' Dept. HA, 1701 13th Ave. North, Grand Forks, North Dakota 


GREENLEE TOOL CO., 1813 HERBERT AVE., ROCKFORD, ILL. HO de 5st NA SO ERNE soo 


Looking for New Merchandise ? 


There's still lots of new merchandise being introduced to retail hardware markets. Keep posted on new mer- 
chandise by reading “What's New,” which appears in every issue on page 12. During each month HARDWARE 
AGE brings you more listings of new merchandise than any other hardware magazine. 


HARDWARE AGE Chostuut & 56th Sts. _Pahadeiphie 39, Pa. 


Pe, NEW Block & Decker: Heavy-Duty Saws! 
































Designed to outcut, outperform, outlast other portable electric saws. More power, 
better visibility, easier handling, extra rugged. Backed by continuous advertising to 
your customers. Ask your wholesaler about the new line of Black & Decker Saws. 


World’s Largest Maker of Portable Electric Tools 



















ona 
one set of A S510, 


card 





GENUINE, ORIGINAL 


DOMES ~ SILENCE 


INSULATED 
FURNITURE GLIDES 


RUBBER-CUSHIONED! 
GLIDE 


SOFTLY, SILENTLY, 
SMOOTHLY, OVER 
ALL FLOORING. 

SIZES AND TYPES 
: FOR ALL WOOD OR METAL FURNITURE. 


35 Pearl St., New York 4, N. Y. 


Extra case hardened. Excellent mirror finish, plus 
a heavy nickel plate. 











REGULAR— 


7 sizes for every need 











FURNITURE LEVELER > 


Adjustable Combina- 
tion Leveler and Glider 
for Uneven and Un- 
steady Furniture. 


SIZES—I"" base, 4 on 
card: I'4,"", 2 on card: 
1'/,"", 2 on card. Drive 
into universal socket 
or 5/16"" hole. 











One set of 4 in a 
a — 12 boxes 

fig! carton. , 
SIZES: nA WA", A", 4%", he", a". %". 











Ask your Jobber or wr.io— 
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{BETTER B BUY NATIONAL | * | 


a a ee 


a 


a 





a 2 eee eee ee 


f , 
} / 


ae 
“NAT” STANDS OUT 


for one-source buying 


Want to reduce your fastener handling and ordering problems? 
Switch to one-source buying. National stands out as your most logical single source 
because: 1. It’s the complete line. 2. Packaging is uniform, colorful, with buy appeal. 
3. Color-coded labeling makes stock handling easier. 4. Quality is unsurpassed, 
assures constant customer satisfaction. 

Standardize on National and eliminate costly prob- 
lems of multiple-source buying and handling. Sell 
National, and you'll be selling the complete quality 

line—the one that stands out. 

Nati tional 


pale Saale / © Ask Your Distributor . . 


. He Knows 


ere 


~ THE NATIONAL SCREW & MFG. COMPANY 
CLEVELAND 4, OHIO 


CHAINS Pacific Coast: National Screw & Mfg. Co. of Cal. 
3423 South Garfield Ave., Los Angeles 22, Cal. 
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THE HUENEFELD CO. 
CINCINNATI 25, OHIO 
Established 1872 


